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SUMMARY

In this study on product development and positioning in the hunting industry in
the Eastern Cape, two conceptual frameworks were developed, based on a
literature study. These positioning and product development concepts were
tested against primary and secondary information gathered about the hunting
industry.

The game and hunting industries were in a strong growth phase at the time of
this study. These industries are playing an increasingly important role in the
economy of the Eastern Cape, and more and more agricultural land is utilised for
game ranching. From the perspective of obtaining a competitive advantage in an
increasingly competitive environment, it is therefore important for hunting
providers to develop suitable products, and to position these products correctly. It
is also important to investigate the characteristics of the game and hunting
industries in the Eastern Cape and to get information about the characteristics of
the market in which product development and positioning take place.

Hunting is the most important form of game utilisation in the Eastern Cape,
followed by cropping of game and live game sales. At the time of this study, the
total value of the game utilised annually in the Eastern Cape was in excess of
R168 million. Game utilisation seemed to be taking place on a sustainable basis,
as the number of animals utilised annually was less than the annual production.
 xvii
Kudu and springbok provide the biggest total income, and, together with
mountain reedbuck, are the most abundant species in the Eastern Cape. The
main game-producing areas in the Eastern Cape coincide with the areas where
extensive beef, sheep and goat farming are practised.

The hunting products on offer from hunting providers, differ in certain ways.
Aspects like price, type of hunting provided, game species available for hunting,
terrain where hunting takes place, and various other aspects in connection with
the hunt, differ from hunting provider to hunting provider.

Characteristics of the hunting experience that hunters desire may be divided into
core and variable elements. The core elements include:
• the conditions pertaining to the hunt being spelt out clearly;
• the maintenance of safety standards;
• reasonable day fees;
• the presence of game in sufficient numbers; and
• other aspects generally desired by hunters.

In the study it was found that the needs of hunters also differ regarding certain
aspects of the hunting experience. These variable elements include price levels,
type and availability of accommodation, and the role of the hunting provider. The
core aspects that hunters desire are as a rule part of the product offering. From a
product development perspective, the variable elements provide an opportunity
 xviii
to customise products to hunter needs. The inclusion or exclusion of variable
elements from the product offering give rise to certain unique product features,
and therefore provide the opportunity for product differentiation.

After development, products are positioned firstly by selecting a market segment
to focus on. Secondly, the needs of hunters in the target segment should be
clearly identified, followed by the development of suitable products based on
hunter needs, and taking into account the features of competitive offerings.
Decisions should also be taken about the features to be included in the product
offering to achieve product differentiation. After development of a suitable
product, an image or brand should be chosen for the product, and this image
should be effectively communicated to the market.

A number of possible positioning options were identified for hunting providers. It
was found that factors like the physical features of the ranch, available
infrastructure, the market segment chosen, desires of the hunting providers, and
the perception of the needs of hunters, eventually influence decisions about
product development and positioning. The final decisions on positioning should
take the core competencies of the hunting provider into account and should
ensure that the hunting provider has the ability to fill the chosen position in the
market.
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OPSOMMING

In hierdie studie oor produkontwikkeling en posisionering in die jagbedryf in die
Oos-Kaap is twee konseptuele raamwerke op grond van ‘n literatuurstudie
ontwerp. Hierdie posisionerings- en produkontwikkelingskonsepte is aan
sekondêre en primêr-versamelde inligting oor die jagbedryf getoets.

Die wildbedryf en daarmee saam die jagbedryf het in die periode waaarin hierdie
studie onderneem is in ‘n sterk groeifase verkeer. Hierdie bedrywe vervul ‘n
toenemende belangrike rol in die ekonomie van die Oos-Kaap en soos al hoe
meer landbougrond vir wildboerdery aangewend word. In ‘n toenemend
mededingende wêreld is dit daarom belangrik om te verseker dat die produkte
wat die jagbedryf aanbied korrek ontwikkel en geposisioneer moet word ten
einde ‘n mededingende voordeel te verkry. Dit is eweneens belangrik dat die
eienskappe van die wild- en jagbedrywe in die Oos-Kaap ondersoek word sodat
produkontwikkeling en posisionering binne die raamwerk hiervan kan geskied.

Jag is die belangrikste vorm van wildbenutting in die Oos-Kaap, gevolg deur oes
van wild en verkope van lewende wild. Die totale waarde van die wild wat jaarliks
in die Oos-Kaap benut word, het ten tye van hierdie studie meer as R168 miljoen
beloop. Dit blyk dat wildbenutting op ‘n volhoubare wyse geskied, aangesien die
aantal wild wat jaarliks benut word minder was as die jaarlikse aanwas. Koedoes
en springbokke is die spesies wat die grootste ekonomiese opbrengs lewer en
 xx
tesame met rooi ribbokke ook die talrykste spesies in die Oos-Kaap is. Die hoof
wild-produserende areas in die Oos-Kaap stem ooreen met die areas waar
ekstensiewe skaap-, bok- en beesboerdery beoefen word.

Die jagprodukte wat deur jagverskaffers aangebied word, verskil van mekaar ten
opsigte van sekere produkeienskappe. Aspekte soos prys, tipe jag wat
aangebied word, tipe wild wat beskikbaar is, terrein waarop gejag word,
addisionele dienste wat aangebied word, tipe akkommodasie wat aangebied
word en verskeie ander aspekte wat met die jag verband hou, verskil van
jagaanbieder tot jagaanbieder.

Kenmerke van die jagervaring wat deur jagters verlang word, kan verdeel word in
kern- en verandelike kenmerke. Die kernkenmerke sluit aspekte in soos:
• dat die voorwaardes van die jag duidelik uitgespel word;
•  dat veiligheidstandaarde gehandhaaf word;
•  dat billike dagfooie gehef word;
•  dat genoegsame wild voorkom; en
• ander aspekte wat algemeen deur die meerderheid van jagters verlang
word.

In die studie is egter bevind dat daar ook aspekte van die jagervaring is waar die
behoeftes van jagters verskil. Hierdie veranderlike kenmerke sluit aspekte in
soos prysvlakke, aard en beskikbaarheid van akkommodasie, die rol van die
 xxi
jagverskaffer en verskeie ander aspekte waaroor daar nie algemene
eenstemmigheid by jagters bestaan oor hul behoeftes ten opsigte van die
besondere kenmerk nie. Die kerneienskappe wat jagters verlang sal as ‘n reël in
die produkaanbieding ingesluit word. Uit ‘n produkontwikkelingsoogpunt verskaf
die veranderlike eienskappe die geleentheid om ‘n unieke produk gegrond op die
behoeftes van jagters te ontwikkel. Spesifieke veranderlike elemente wat
ingesluit of uitgesluit word in die produkaanbieding verleen sekere unieke
eienskappe aan die uiteindelike produkaanbieding en verskaf daarom die
geleentheid tot produkdifferensiasie.

Produkte word na ontwikkeling geposisioneer deur eerstens ‘n marksegment te
kies waarop gefokus word. Tweedens moet die behoeftes van jagters in die
gekose segment dan akkuraat bepaal word gevolg deur die ontwikkeling van
geskikte produkte gegrond op die behoeftes van jagters en nadat ook die
eienskappe van kompeterende produkte ondersoek is. Besluite moet ook
geneem word ten opsigte van die eienskappe wat in die produk ingesluit moet
word om produkdifferensiasie te verky. Nadat geskikte produkte ontwikkel en
getoets is, moet daar op ‘n produkbeeld besluit word en moet dit effektief aan die
mark gekommunikeer word.

‘n Aantal moontlike posisioneringsopsies vir jagverskaffers is geidentifiseer. Daar
is bevind dat faktore soos die fisiese eienskappe van die plaas, beskikbare
infrastruktuur, die gekose marksegment, die voorkeure van die jagverskaffer en
 xxii
die persepsie oor die behoeftes van jagters uiteindelik besluite oor produk
ontwikkeling en posisionering beinvloed. Die finale besluite oor posisionering
behoort die kernvermoëns van die jagverskaffer in aanmerking te neem en
behoort te verseker dat die jagverskaffer oor die vermoë beskik om die gekose
posisie in die mark te vul.
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CHAPTER 1

INTRODUCTION TO THE STUDY


1.1 INTRODUCTION

Although it is still a very young industry, hunting had developed into
one of the important agricultural industries in the Eastern Cape by the
end of the 20th Century. Reliable information on the profile of the
hunting industry in this area was not readily available at the time of this
study, but it could be established that the value of trophy and venison
hunting alone was estimated at approximately R100 million per annum,
and that the industry was growing at a rate of 30% to 40% per annum
(Akkreditering van die wildbedryf bepleit, 1999).

Although the hunting industry is growing strongly, a number of
challenges face it. The environment in which providers of hunting
experiences operate, is undergoing continual changes as new entrants
commence operations in the industry. Client needs also change over
time, and what hunters regarded as a good experience in the past will
not necessarily be considered as such in the future. In the continually
changing environment in which they operate, hunting providers have a
number of positioning options available, regarding the market in which
they choose to operate, the competitive posture chosen for the firm,
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and the products they offer to clients. How hunting providers exercise
these options will, to a large extent, determine whether a competitive
advantage will be obtained.

One of the elements of the positioning process is the development of
products. It is accepted that hunting providers, as members of a
relatively new industry, need to pay a great deal of attention to the
product development process. The hunting provider can only compete
effectively in the chosen market, if the needs of clients in the target
market are known, and if products are customised to satisfy these
needs.

In this chapter, the main research problem and sub-problems will first
be identified. The study is then delimited to ensure that the research is
feasible and focussed. The concepts appearing in the title and problem
statement are then defined, and the significance of the research is
discussed. The research methodology to be used in the study is then
identified and discussed. It was decided to include the discussion on
research methodology as part of chapter 1, to maintain a link between
the literature study and the empirical information that follows. The
chapter is concluded with an outline of the study.
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1.2 PROBLEM STATEMENT

Trout (1996, p.x) states that change has become an ever-increasing
factor in our high-speed world. One of the problems associated with
change is that, where firms are active, markets are dynamic. To survive
under changing conditions, the firm has to find a new idea or position to
carry it forward. Trout argues that repositioning is the answer to
problems associated with changing markets.

An organisation succeeds only if it is able to achieve a satisfactory
competitive position in its chosen market (Adcock, 2000, p.125). The
organisation needs to decide how best to achieve a comparative
advantage when evaluated by customers. The position selected needs
to be both different from competitors and sufficiently attractive to
enough customers to be commercially viable.

It can be argued that, at the time of this study, a number of significant
changes in the hunting industry had either already taken place or were
busy taking place. The hunting industry may be regarded as a relatively
young industry, since an economic value was attached to game only as
late as 1960, when hunters started paying to shoot game (Smul gevaar
van surpluswild weg, 1999). The market is therefore dynamic as new
role-players are continually entering the industry, competing for market-
share and position in the industry. The market is driven by factors like
crime, violence, the exchange rate, the needs of clients, the seasonal
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nature of hunting, and the limited number of trophy animals available.
The provider of the hunting experience must find a suitable competitive
position in this dynamic market. The success of the organisation will, to
a large extent, be determined by how well the competitive position is
chosen.

The development of suitable products to satisfy customer needs is an
integral part of the positioning process. In the case of the hunting
industry, it is essential to find out what customers want from their
hunting experience. The development of products that meet the
demand of hunters will greatly contribute towards positioning the
organisation favourably to obtain a competitive advantage. According
to Cannon (1977, p. 219) the testing ground for inventive and
innovative behaviour is the market place. The sole meaningful criterion
for success is the ability of the organisation to design and develop
products accepted by the buyer. As the new millennium progresses,
organisations face an increasingly competitive environment and
increasing pressure to perform. Bean and Radford (2000, p.1) believe
that in this era organisations will be challenged to provide more new,
exciting and cost-effective products than ever before.

To place the hunting provider in a position to make informed decisions
regarding the hunting market, information on the characteristics of the
game and hunting industries is needed. At the time of this study, only a
limited amount of information on the activities of hunters operating in
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the Eastern Cape was available, and this impacts negatively on the
ability of the hunting provider to make sound decisions about the
hunting market.

Taking into account the strategic importance of the correct positioning
of suitable products, as well as the lack of available information on the
game and hunting industries in the Eastern Cape, the main research
question is:

What are the characteristics of the hunting market in the Eastern
Cape and what should be done in order to:
i) Develop needs satisfying products for this market; and
ii) Accommodate these products in the positioning strategy of
hunting providers?



1.3 SUB-PROBLEMS

It is argued that the characteristics of the hunting market can be
determined, and the questions of product development and the
positioning of those products be addressed, by solving each of the
following sub-problems:

1.3.1 What does product development and positioning entail?

1.3.2 What are the profiles of the game and hunting industries in the Eastern
Cape?

1.3.3 What hunting products are available in the Eastern Cape?
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1.3.4 What hunting products do hunters prefer?

1.3.5 What process should be followed to develop suitable products?

1.3.6 How should these products be positioned?


1.4 OBJECTIVES OF THE RESEARCH

The study has two main aims. The first is to contribute towards the
information base of the game and hunting industries in general, with
specific emphasis on the game and hunting industries in the Eastern
Cape. The second main objective is to develop conceptual frameworks
for the processes of positioning and product development. It is hoped
that this will contribute towards the development and effective
positioning of suitable hunting products, and therefore also to a more
satisfied client base and economically sound enterprises in the
industry. 

Specific objectives of the research are to:

• Investigate the characteristics of the game and hunting
industries nationally, and also specifically for the Eastern
Cape;
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• Develop a profile of the hunting industry in the Eastern
Cape;

• Examine the product development process and use
relevant principles as input into developing a conceptual
model for product development in the hunting industry;

• Investigate the needs of hunters in depth in order to
discover their basic wishes and motivations regarding the
hunting experience, and to use the information gained as
further input into the development of a conceptual model
for product development in the hunting industry;

• Apply the conceptual model on product development to
the hunting industry, with the aim of assisting hunting
providers in developing suitable products for their target
markets; and

• Investigate the positioning of products, to develop a
conceptual framework on positioning, and to apply these
principles to the positioning of hunting products in the
Eastern Cape.
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1.5 RELATED RESEARCH

A number of databases were searched to determine if research similar
to this study had been undertaken earlier. The databases searched
included UCTD, Navtech, Forestry, Nexus, SACAT and SANB. As far
as could be established, no research on product development and
positioning in the hunting industry had taken place yet. A number of
theses and dissertations were located that dealt with product
development and positioning, but the research was not focused on the
hunting industry. A brief discussion on the theses and dissertations
dealing with related research is supplied below.

The only related research dealing with the game industry that could be
accessed, was carried out by Viljoen (1996), who investigated the
potential positioning of springbok meat in relation to health-related
market segments. It was found that springbok meat has outstanding
health qualities and therefore has the potential to be successfully
positioned in the health-related meat market.

Although not dealing specifically with the game or hunting industries,
related research was done by Botha (1999) in the tourist industry.
Three factors that were considered to impact on a positioning strategy
for Sun/Lost City were investigated, namely the primary push factors
and pull factors, the impact of information acquisition on the tourist’s
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destination selection decision, and the importance of situational
constraints in determining the optimum position of a tourist destination.

Radder (1997) developed a holistic, integrated model on positioning,
and applied this model to selected South African clothing retailers. The
model expanded on the conventional beliefs about positioning and
competitive advantage, to include feedback loops, double loop
learning, and shifting organisational and marketing paradigms.

Botha (1996) investigated product positioning, and found that
successful product positioning is usually reflected in brand loyalty. It
was also found that an appealing message could be constructed by
involving the recipients’ personal experiences or testimonies, by
emphasising the brand name, and by displaying creative excellence.

Meiring (1991) provided a critical assessment of the product
development process. It was found that new product development was
an essential component of the strategic management process. It was
also found that managers had to acquire an awareness of product
development to effect congruence between the strategy of the
enterprise and the product development process, to facilitate the
implementation of the product development strategy.

A number of studies were located that dealt with product development
in industries other than the game and hunting industries. Parker (1997)
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investigated product development in the textile and clothing industry,
while Du Toit (1990) researched product development in the chemical
industry in South Africa, and Schady (1986) in the computer software
industry.

All the research mentioned above made a valuable contribution to the
literature, but the lack of research on product development and
positioning in the hunting industry suggests a need for further research
into these topics. 


1.6 DELIMITATION OF THE RESEARCH

1.6.1 Geographic delimitation

The Eastern Cape has unique characteristics regarding its fauna, flora,
and physical environment. The hunting industry therefore has
differentiated products to offer its clients. These facts need to be taken
into account when positioning the industry, and therefore the research
area was limited to the main game-producing areas in the Eastern
Cape. Twenty-seven magisterial districts were included in the study
area. The study area falls within the provincial boundaries of the
Eastern Cape. The coastal areas and the Eastern part of the province
were excluded because hunting does not form an important part of the
economic activities taking place in these areas. The selected study
area is indicated on the map in Annexure A.
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1.6.2 Incidence of game

The study deals with hunting as one of the economic activities that take
place on ranches in the Eastern Cape. Ranches where no game was
present were included in only the first five questions of Section A of the
questionnaire (see Annexure C). Ranches where game was present
but where no commercial hunting activities took place were included in
the full Section A of the questionnaire. These ranches were, however,
excluded from Section B of the questionnaire that dealt with hunting
activities.


1.6.3 Theoretical delimitation

This study deals mainly with the concepts of positioning and product
development. Product development as part of the positioning process
was studied in detail, while the other components of the positioning
process were also studied, but in less detail. The role that positioning
plays in obtaining a competitive advantage for the firm was also
investigated. 
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1.6.4 Activities

Only activities directly related to hunting were included as part of the
study. Indirectly related activities like game viewing, photographing,
hiking, and other activities not directly related to hunting are often
included as part of the product range of game ranches. Detail on such
activities was not included in the study.


1.7 DEFINITION OF CONCEPTS

A specific meaning is attached to concepts that appear in the title and
problem statement. For the purpose of this study, definitions will be
supplied for each of these concepts.

1.7.1 Strategy (Strategic)

Thompson and Strickland refer to strategy as the game plan of the
business (1993, p.2). The things they do, the paths they follow, and the
decisions they take, in order to reach certain levels of success is the
definition proposed by Thompson (1997, p.6). Obeng (1996, p.140)
regards strategy as a conscious, continuous manipulation of the future.
Johnson and Scholes (1999, p.10) define strategy as the direction and
scope of the organization over the long-term: which achieves
advantage for the organization through its configuration of resources
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within a changing environment, to meet the needs of markets and to
fulfil stakeholder expectations. 

What is clear is that strategy refers to the actions taken by the decision-
makers in the organisation. These actions are aimed at placing the
organisation in the best possible competitive position for future
success. In the process of strategising, factors that will most likely
impact on the organisation need to be considered, as well as the needs
of the market and the stakeholders. The definition by Johnson and
Scholes, given above, will be used in this study to define strategy.


1.7.2 Positioning

A definition was developed for positioning after studying the definitions
provided by a number of authors (Trout, 1996, p.ix; Kotler, 1991, p.302;
Markides, 2000, p.1; Proctor, 1996, p.222), namely that positioning is
the activities involved with creating a product image in the mind of the
customers – this involves: the selection of a target market, the
development of suitable products and services to serve the target
market, and the designing of a value chain of activities. A more detailed
discussion on positioning is provided in chapter 2.
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1.7.3 Product development

According to Littler (1984, p.20) product development is ascertaining
the attributes that target customers seek in products and developing
products to meet the market requirements.  Bean and Radford (2000,
p.3) define product development as consisting of three critical
elements, namely strategic processes to specifically address the
effective management of product development assets, the selection of
a target market and a structured product development process.  It is
clear that product development is a process consisting of a number of
steps. The ultimate aim of the process is the detection of market needs
and the creation of products that will satisfy those needs. This process
is discussed in more detail in chapter 2.


1.7.4 Hunting industry

Hunting may be viewed from the perspective of the hunting provider, or
from the perspectives of the hunter, the client, or the non-hunter.
Hunting refers to the shooting of game animals. For the game rancher
there is financial benefit in selling game, and one of the options
available to the game rancher is the marketing of a hunting experience.
From the perspective of the hunter, the total experience associated
with hunting is important (Nagel, Radder & van Niekerk, 2000, p.19).
The hunter acquires not only the opportunity to shoot, but also other
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tangible and intangible benefits like being in nature, socialising with
friends, and the opportunity to view game.

The hunting industry therefore refers not only to hunting of animals, but
also to related activities like accommodation of hunters, products on
offer for non-hunting companions, taxidermy, products sold to hunting
parties, professional hunting services (guides, trackers, professional
hunters) and other activities directly related to the hunting experience.

The hunting industry is therefore defined as all the activities directly
related to offering clients the opportunity to shoot game animals.


1.7.5 The game industry

The game industry includes the hunting industry, but covers a wider
field than only the hunting industry. The game industry includes all
activities related to the management and utilisation of game, and
includes activities such as management of the game herd, capture and
live sales of game, tourist-related activities, cropping of game, hunting,
and venison sales. For the purpose of this study the game industry is
defined as all activities associated with the management and utilisation
of game.
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1.7.6 Eastern Cape

The Eastern Cape is one of the nine provinces of South Africa. The
study area falls within the provincial boundaries of the Eastern Cape
and the main game-producing areas within the Eastern Cape have
been selected as the empirical study area. The coastal areas and the
Eastern part of the province have been excluded because hunting does
not form an important part of the economic activities taking place in
these areas. The selected study area is indicated on the map in
Annexure A.


1.7.7 Game ranch(er)

Although they do not appear in the title and problem statement, it is
important for the sake of avoiding confusion that the terms “game
ranch” and “game rancher” should be defined. Eloff (2001, p.78)
defines a game rancher as an individual who keeps legally obtained
game on a game-fenced ranch and who intends to derive an income
from the game by consumptive and/or non-consumptive means.

Eloff (2001, p.78) describes a game ranch as an area of land that has
sufficiently high and suitable fencing around the perimeter to keep the
animals on the ranch.
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Game ranching is a term generally associated with extensive ’farming’
(ranching) with game. In the Eastern Cape the majority of farms
(ranches) where game animals are present, are not game-fenced. On
many of these farms (ranches) the owners do attempt to derive an
income from the game present on the farms (ranches). As this study
deals with the total hunting activities within the demarcated study area,
both farms (ranches) that are game-fenced and farms that are not
game-fenced are included as part of the study area. A suitable term
had to be found to define both types of farms (ranches) and as game
ranching is associated with extensive ’farming’ (ranching) with game it
was decided, for the purposes of this study, to define a game ranch as
all farms (ranches) within the study area where game are present,
irrespective of whether or not the farm had been game-fenced. For the
purposes of this study, a game rancher is defined as an individual who
attempts to derive an income from the game present on his/her land.  


1.8 SIGNIFICANCE OF THE RESEARCH

It is believed that this study could contribute in three main areas
towards a more sustainable and a more effectively managed hunting
industry in the Eastern Cape. Firstly, it is argued that the hunting
industry could contribute towards socio-economic development in the
Eastern Cape, and it is hoped that this study may contribute towards
growth and development of the industry. Secondly, it is hoped that the
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study may make a major contribution towards the body of knowledge
on the characteristics of the game and the hunting industries in the
Eastern Cape. In the third place, it is believed that the study may assist
hunting providers in dealing more effectively with positioning and
product development issues in their organisations.

When investigating the state of socio-development in the Eastern Cape
at the time of the study, it was found that this area had earlier been
identified as the second poorest of South Africa’s provinces (Kerley &
Boshoff, 1997). Socio-economic development and alleviation of poverty
in the province are therefore key issues to be addressed. When
investigating the contribution of the hunting industry to economic
development in the Eastern Cape, it was found that the game industry
has shown extraordinary growth during the past forty years, and at the
time of this study it was the only growing extensive livestock industry
(The game industry: Delicately poised, 2000). The growth rate of the
hunting industry in the Eastern Cape has been remarkable, achieving
rates of 30% to 40% per annum. During the 1998/99 hunting season a
total of R100 million was spent on hunting in the Eastern Cape
(Akkreditering van die wildbedryf bepleit, 1999). Of this amount, foreign
hunters spent a total amount of R39 934 449 directly on their hunting
activities, with a further R36 693 640 spent in interaction with the
business sector (Oos Kaap beste vir jagters, 1999). It thus appears that
the game industry, with specific reference to the hunting industry,
already contributes significantly towards the economy of the Eastern
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Cape. If providers of hunting experiences could develop suitable
products and position these products correctly and thus ensure a
profitable market for their products, their contribution to sustainable
economic development in the Eastern Cape could become even more
significant in future.

One of the problems experienced by the game industry nationally, and
in the Eastern Cape specifically at the time of this study, was a general
lack of reliable information. One of the aims with this study is to
contribute towards solving this problem by making information available
on the profile of the game and hunting industries in the Eastern Cape.
Specific characteristics of the industries are investigated, for instance
the total number of game animals found within the study area, the
number of animals hunted annually, the number of animals cropped
annually and the number of animals captured annually. This and other
information flowing from the study could assist relevant role-players like
game ranchers, farmers and game management associations in
making informed decisions about managing the game herd. It could
therefore directly contribute towards more effective and sustainable
management of the game and hunting industries in the Eastern Cape.

One of the strategic issues that hunting providers must deal with, is
how to position the firm and its products in the chosen markets. Firms
can no longer merely react to changing conditions in the market. When
markets are stable or slowly evolving in predictable ways, it is possible
 20
to prosper with a trial-and-error approach (Day, 1990, p.19). In
conditions of rapid change, a forward-looking competitive strategy is
needed. Fry and Stoner (1995, p.8) support this view. They state that
many businesses operate in a volatile, dynamic and ever-changing
environment. Unless the owner senses the pace and direction of
change, environmental shifts can overwhelm the business.

Trout (1996) believes that in this scenario of continual environmental
shifts, the danger of losing market position in the modern business
world is great. He quotes four main reasons for this, namely the fast
pace of changing technology, the quick and unpredictable shifting of
consumer attitudes, increased competition in the global economy, and
increased competition between companies.

From the discussion above, it could be concluded that change is part of
the modern business environment. Change is taking place at increased
rates, and may have a major impact on organisations. The positioning
of an organisation in the market place is influenced by change and, if
not handled correctly, this could have disastrous effects on the
organisation. One of the contributions of this study is the
recommendations to hunting providers regarding needs within chosen
target markets, and positioning issues facing the hunting provider. This
could possibly contribute towards more profitable and sustainable
enterprises in the hunting industry in the Eastern Cape.
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Another key issue that hunting providers should address, is how to
compete effectively in their chosen markets. Adcock (2000, p.125)
states that the key issues in strategic marketing are:  where to
compete, how to compete, and when to compete. How to compete
refers to the competitive position that the company will have in the
marketplace. The position selected should be different from those of
competitors, and also sufficiently attractive to enough customers to be
commercially viable. According to Adcock (2000, p.126) there are four
distinct aspects of positioning, namely market positioning, company
positioning, product positioning, and positioning as perceived by
customers. Market positioning  relates to the question which markets
are to be targeted. Company positioning  refers to the chosen
competitive base of the company while product positioning  is the
creation, by a supplier, of a total product offering, aimed at meeting the
wants and needs of a specific target market. Positioning as perceived
by customers is how customers rate the offering in relation to other
products or services considered in a choice. How the offerings of the
hunting provider are positioned, will therefore greatly influence the
competitive edge that the provider will have. Hunting providers should
also consciously identify their core competences. They should identify
specific skills that they have, or outstanding product features that could
lead to a competitive advantage. Competitive advantage is essential for
effectively competing in the market place. One of the aims of this study
is to assist hunting providers to assume positions in the market that will
lead to competitive advantage.
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A literature survey on a number of computerised databases revealed
that there are a number of studies on positioning, but that no study on
positioning in the hunting industry in South Africa has been undertaken
to date. It is hoped that this study my also shed new light on hunters’
needs. This information will enable the hunting provider to develop
products that are in line with the needs of clients. 

Owing to the absence of existing information on positioning and
product development in the hunting industry, conceptual frameworks of
these concepts have thus far not been developed. The development
and testing of such frameworks, as envisioned in this study, could
enable application in the hunting industry and help promote further
research.


1.9 RESEARCH METHODOLOGY

Three main topics are investigated in this study, namely characteristics
of the game and the hunting industries in the Eastern Cape, product
development, and positioning. Information on the game and hunting
industries in this area had to be collected, in order to develop a profile
of the industries. It was also necessary that a theoretical base for this
study should be developed on product development and positioning.
 23
The processes of product development and positioning necessitated
that needs of hunters should be determined.
This study commenced with a literature study to develop the necessary
theoretical base. A number of sources dealing with the processes of
product development and positioning were studied and conceptual
frameworks for product development and positioning were developed.
These frameworks were then applied to the hunting industry in the
Eastern Cape.

A search of computerised databases was carried out to locate existing
sources of information on the game and hunting industries. A limited
number of publications that provided relevant information were
available, but no publications or other research outputs on the topics of
product development or positioning in the hunting industry could be
found.

As was also pointed out in paragraph one above, three sets of data
relating to the game and hunting industries in the Eastern Cape.
Primary data about the game and hunting industries in the Eastern
Cape were required. Secondly, data was needed about the products
that hunting providers offer to their clients and, lastly, data had to be
obtained on the needs of hunters. The first need was addressed as part
of the empirical component of the study, where data was collected from
ranchers concerning the game and hunting industries in the Eastern
Cape. The ranchers also provided data about the products on offer
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from hunting providers, which satisfied the second need. As a further
part of the empirical component of the study, data was collected from
hunters who hunt in the Eastern Cape, about their needs and
preferences. Two methods were used to obtain this information. Firstly,
the researcher participated in a project as part of a team with co-
researchers Nagel and Radder (2000), who investigated the needs of
hunters. A more detailed discussion of the information gained from this
study is provided in chapter 5. Secondly, this information was verified
and further updated by means of in-depth interviews by the researcher
with a selected small number of well-known hunters. The combined
information gained from these sources was used as part of the input
needed to develop a conceptual framework on product development in
the hunting industry. Details on the methodologies followed are
explained in more detail in sections 1.9.1 to 1.9.6.

It was considered essential that suitable research methodologies
should be identified for collecting the data required. In the next section
available methodologies are investigated with a view to selecting those
most suitable for the specific circumstances of this study.


1.9.1 THE SELECTION OF SUITABLE RESEARCH METHODOLOGIES

 According to Leedy (1993, p.121) methodology is an operational
framework within which the facts are placed so that their meaning may
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be seen more clearly.  When selecting a methodology, the data to be
collected should be considered, because data and methodology are
inextricably interdependent, and the research methodology adopted for
a particular problem must always recognise the nature of the data
amassed in the resolution of that problem. It is therefore necessary to
investigate the data to be collected, as the nature of the data and the
research problem dictate the research methodology.

Malhotra and Birks (1999, p.157) provide a classification of marketing
research data, shown in Figure 1.1.

Figure 1.1.CLASSIFICATION OF MARKETING RESEARCH DATA
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Source: Malhotra and Birks (1999, p.157)

When examining the data to be collected in this study, it was found that
data of both a primary and secondary nature was needed, as well as
qualitative and quantitative data.

In terms of the classification provided by Malhotra and Birks above, the
data fall into the categories of exploration and description. Primary data
used in the study could be collected from ranchers on aspects like
game numbers, utilisation of game, product features, and competitive
forces. Secondary data for the study had to include data on the
principles of product development, positioning, and certain aspects of
the game and hunting industries. Qualitative data was needed on the
needs of hunters, while quantitative data had to be collected from
ranchers on aspects such as game numbers, prices, and product
features.


1.9.2 SELECTION OF SURVEY METHODS

Aaker and Day (1990, p.187) state that surveys are overwhelmingly the
choice of researchers for the collection of primary data. Dane (1990,
p.119-129) argues that surveys allow researchers to obtain information
directly from respondents. The survey method is used to obtain
information based on structured questioning of respondents (Malhotra
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& Birks, 1999, p.209). Survey methods may be classified by mode of
administration as shown in Figure 1.2.


Figure 1.2. CLASSIFICATION OF SURVEY METHODS












CAPI = Computer Assisted Personal Interview
CATI = Computer Assisted Telephone Interview
Source: Malhotra and Birks (1999, p.210)
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found to involve a large number of respondents at relatively low cost.
The type of information required also had to be considered. The needs,
motivations and attitudes of hunters had to be probed to discover not
only what products they preferred, but also why they had specific
preferences. The need for flexibility and the opportunity to build rapport
with interviewees were therefore important considerations. In addition,
the data required from ranchers was considered sensitive and their
perceived anonymity was important to ensure a good response rate.

After considering all the options in Figure 1.2 above, it was decided to
use a mail survey for collecting data from game ranchers, and to
personally interview hunters.

Each of the survey methods employed in this study is now briefly
discussed.


1.9.3 IN-DEPTH INTERVIEWS

A depth interview is an unstructured, direct, personal interview in which
a single respondent is probed to uncover underlying motivations,
beliefs, attitudes and feelings on a topic (Malhotra & Birks, 1999,
p.180), for example the attitudes and feelings of the hunters. It is also
an unstructured and direct way of obtaining information. Personal
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interviews play an important role in management-related research
(Smith & Dainty, 1991, p.101), such as the current research.

Careful planning for the interview is essential to ensure good results.
The questions for the interview should be carefully planned and
accurately worded (Leedy, 1993, p.192). In this study, care was taken
to phrase questions as simply as possible. Care was also taken to put
the interviewee at ease by asking general questions first, and probing
questions later in the interview.

Mitchell and Jolley (1992, p.466 - 467) distinguish between structured
and unstructured interviews. In structured interviews, the interviewer
asks predetermined questions in a specific order. In unstructured
interviews there is flexibility regarding both the questions to be asked
and the order in which the questions are asked.  Holbert and Speece
(1993, p.100) are of the opinion that the key to qualitative questioning
is the apparent lack of structure. There is an underlying structure, but
this relates to a basic theme, and is not a list of specific pre-designed
questions with set answers. The researcher should have a list of topics
to discuss in the interviews, but should be led by the situation and
should deviate from the list if this is required by the situation. Flexibility
is thus an essential component of effective interviews.

The interviews for this study included topics dealing, firstly, with
background information about the interviewee. Secondly, the hunting
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activities of the interviewee were investigated, followed by questions
dealing with the reasons and motivations for hunting. The last topic that
was dealt with was the preferences of the interviewee regarding certain
aspects of the hunting experience. A number of questions to be asked
about each of the topics served as a guideline for the interviews (see
Annexure B).

Proctor (1997, p.165) states that the interviewer plays an important part
in the success of depth interviews. Human relations are critical in
getting people to discuss the list of topics fully.  The interviewer must
probe for answers, and must encourage respondents to really bring out
their thoughts, not just give one- or two-word answers (Holbert &
Speece, 1993, p.102). The interviewer must follow up on what the
respondent says, and must be willing to guide the discussion into areas
that may not be on the list of topics. Malhotra and Birks (1999, p.180 -
182) state that the interviewer should put the respondent at ease. The
interviewer should be alert to the issues that he/she wishes to cover in
the interview, but must also identify issues that the respondent is willing
to talk about. The following are important issues that the interviewer
must address:

• Develop empathy with the respondent;
• Make sure that the respondent is relaxed and
comfortable;
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• Be personable and encourage and motivate
respondents;
• Note issues that interest the respondent and develop
questions around these issues;
• Probe for more than brief ’yes’ or ’no’ answers; and
• Note where respondents have not explained clearly
enough issues that need probing.

It was stated earlier in this section that care was taken to put the
interviewee at ease by asking general questions first and asking the
probing questions later in the interview. The objectives with the
interviews and the contribution that their input could make to the
hunting industry were also clearly explained to interviewees.
Throughout the interviews respondents were encouraged to speak out
freely, and to share their thoughts and feelings. To ensure that they
would be comfortable and relaxed, interviewees were allowed to
choose the time and settings for the interviews.
 
Leedy (1993, p.195) points out specific steps to be followed for
successfully handling interviews:

• Set up the interview well in advance;
• Send the agenda of questions to be asked to the
interviewee;
• Ask for permission to tape the interview;
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• Confirm the date of the interview in writing;
• Send a reminder together with another agenda of
questions ten days before the interview;
• Be prompt, follow the agenda; have a copy of the
questions in case the interviewee has mislaid his or
her copy;
• Typescript the interview and submit it to the
interviewee and get a written acknowledgement of its
accuracy or a correct copy from the interviewee; and
• After incorporation into the research report, send the
section of the report to the interviewee for final
approval.

These steps suggested by Leedy seem to be very structured, and
could inhibit the process of uncovering attitudes, motivations and
feelings. The suggestions from the other authors quoted above provide
more flexibility and allow discussions to flow more freely. It was
therefore decided to have themes for discussion during the interviews.
These themes were briefly discussed above. Questions were
formulated on each of the themes to serve as guidelines, but the
interviewer had the freedom to deviate from the questions if and when
required. Probing to uncover deeper feelings and deviation from the
agenda when necessary also formed part of the process.
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1.9.4 TRADITIONAL MAIL SURVEY

Mail surveys are self -administered by respondents. Questionnaires are
mailed to pre-selected potential respondents, who complete and return
them. A mail interview package typically consists of the outgoing
envelope, a cover letter, the questionnaire, a return envelope, and in
certain cases, an incentive. A mailing list is essential before data
collection can begin. The mailing list for this study was obtained from
addresses supplied by a company involved in the wool and mohair
industries. There is no verbal interaction between the respondent and
the researcher during the process. In the current study, the
questionnaire to the game ranchers was accompanied by a covering
letter, explaining the reasons for the study, and the importance of the
study to the hunting industry.

There are potential problems with mail surveys, the most serious of
which are non-response bias and self-selection. Because there is no
interview, there is also no control by the researcher over the response
process. Many respondents do not respond to the survey, and it is
usually those who do not feel strongly about the research topic who do
not respond.

With few exceptions, all game ranchers have an economic interest in
hunting. Hunting is the most important source of income from game
utilisation, and therefore the development of the required products to
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meet the needs of hunters was deemed to be of interest to almost
every game rancher. For this reason, non-response would not be a
serious cause of bias in this specific study.

Actions were taken to ensure that the response rate would be as high
as possible. These actions included publicising the study to the target
respondents through the media, and restricting the length of the
questionnaire, to ensure that not too much time was required to
complete it.

A second problem associated with mail surveys is the lack of control.
Holbert & Speece (1993, p.73) caution that the lack of control that the
researcher has over the mail survey could lower the quality of the data.
The researcher is not available to explain to the respondent how to
interpret questions or understand scales, or to clear up any other
uncertainties. In an attempt to address these problems, care was taken
in the construction of the current questionnaire, to phrase questions as
simply as possible. The questionnaire was also discussed with the
promoter and co-promoter, and their inputs were accommodated.
Lastly, the questionnaire was discussed with a statistician to ensure
that the format was correct.

The main advantages that were considered in the decision to use
mailed questionnaires were that a large group of respondents could be
reached at a relatively low cost. Although response time could be
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relatively long for mail surveys, this was not regarded as a major
drawback, compared to the advantages of involving a large group of
game ranchers in the survey.


1.9.5 QUESTIONNAIRE CONSTRUCTION

 Schnetler, Soker, Dickson, Herbst and Geldenhuys (1989, p.40)
emphasise the importance of sound questionnaire design, and
indicates that this is a critical component of good survey research. It is
important that the questionnaire should be relevant in terms of the
objectives of the study and the respondents involved with the study
(Bailey, 1987, p.107). According to Proctor (1997, p.131),
questionnaires must be developed carefully, tested, and ‘debugged’
before they are administered.
               
During the designing of the current questionnaire, the information
needed was clearly identified. Information required for this study was
firstly an overview of the hunting industry in the Eastern Cape, and
secondly information on the hunting products offered by Eastern Cape
game ranchers. It was deemed possible to collect the information
required by means of a single mailed questionnaire to game ranchers
in the Eastern Cape.
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Malhotra and Birks (1999, p.332 – 334) identify a number of factors that
should be taken into account when determining the order of questions.
The opening questions should be interesting, simple and non-
threatening. Issues like the size of ranches, income derived from
hunting activities, and number of hunters visiting ranches could be
sensitive, and were therefore asked after introductory, non-threatening
questions had been asked. The latter questions addressed issues like
the magisterial district in which the ranch is situated, the area of land
owned by the respondent and the main farming activities practised on
the ranch.

The type of information to be obtained should be ordered correctly in
the questionnaire. In the questionnaire used in this study, basic and
classification information was to be collected. The basic information
directly related to the research was obtained first, followed by
classification information like demographic information.

A third factor of importance is that difficult questions should be placed
later in the questionnaire. This was done with complex and sensitive
questions like game prices and income derived from hunting activities.

A ‘funnel approach’ was used where general questions were asked
before specific questions, as suggested by Malhotra and Birks (1999,
pp.332 – 334). Questions dealing with general aspects like land size,
main farming activities, and business form of the ranch, were asked
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initially, followed by questions dealing with aspects like game numbers,
products on offer to clients, and game prices.

A last factor that was considered in the construction of the
questionnaire was that questions dealing with a specific topic were
grouped together, for example, questions dealing with game numbers
were grouped together, questions dealing with prices were grouped
together, and questions dealing with specific aspects of the hunting
products on offer were grouped together. This ensured that questions
were asked in a logical order.

The reproduction of the questionnaire can influence results.  It should
be reproduced in such a way that it is easy to read and answer
(Malhotra & Birks, 1999, p.335). The type font used should be large
and clear, so that reading does not impose any strain. This was
adhered to for the questionnaire used in this study. Care was also
taken to give a professional appearance by reproduction on good
quality paper, and paying attention to neatness.

Van Niekerk (1995, p.81) states that it is generally accepted that
questionnaires should not be too long.  In this case the length of the
questionnaire dictated that it should be reproduced in the form of a
booklet. Each question with its response categories was printed on a
single page (questions were not split) to avoid incomplete answers
from respondents, since they can be misled into thinking that a
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question has ended at the bottom of the page, if questions are split.
Care was taken to ensure that the questionnaire was not crowded.
Sufficient blank spaces were allowed between questions.

The directions for answering questions were placed as close as
possible to the questions. Care was taken to ensure that instructions
were clear, and would not lead to confusion.

Emory and Cooper (1991, p.356 – 361) believe that question content
should be tested, firstly, by ascertaining whether the specific question
will produce any meaningful information for the study. In the second
place, the scope of the question should be narrow enough for a single
question to produce a meaningful answer. Thirdly, the researcher
should determine whether the respondent has the necessary
information to answer the question, and, lastly, whether the respondent
is willing to answer the question. Proctor (1997, p. 134) adds a fifth
point, namely that the respondent should be able to understand the
question.

All the questions for this study were checked for relevance in terms of
the information sought, namely details of hunting products on offer for
local hunters, and information on the scope of hunting activities in the
study area. It was difficult to determine whether respondents had the
necessary information to answer all questions. It was assumed that
some respondents would guess what the answers to certain questions
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were (such as game numbers on their ranches). To accommodate this,
the questionnaire asked respondents to state to what extent the
information provided was accurate.


1.9.6 THE RESEARCH POPULATION AND SAMPLE

Delimitation of the study was given in 1.4 above. It was stated that only
respondents who had game on their ranches and who attempted to
derive an income would be included in the full study. Ranchers who did
not have game on their ranches, or ranchers who did have game on
their ranches, but did not attempt to derive an income from the game,
would be included only in selected components of the study. The
geographic area delimited for the study included 27 magisterial
districts.

 Great difficulty was initially experienced in obtaining a comprehensive
address list of farmers in the Eastern Cape.  A company involved in the
wool and mohair industries made available addresses that could be
used for the study. Based on the researcher’s knowledge of the
Eastern Cape, it was assumed that the main extensive stock farming
areas would coincide with the main game-producing areas. The results
of the study (reported in chapter 5) vindicated this assumption. The
suitability of the address list was also discussed with the statistician,
who did not raise any concerns about how representative the sample
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would be. The address list provided 2779 addresses. All these
ranchers were considered as possibly representing part of the research
population, and questionnaires were sent to them.

In section 1.9 above, it was stated that data on the needs and
preferences of hunters who hunt in the Eastern Cape was collected.
Two methods were used to gather this information. The researcher first
participated in a project with co-researchers Nagel and Radder (2000),
who investigated the value expectations of hunters. The information
gathered through this team effort was used, and was further updated
and verified by means of in-depth interviews by the researcher with a
selected small number of well-known hunters.

 No accurate database of South African hunters was available to define
the research population in the study conducted in conjunction with
Nagel and Radder, or for use in selecting the respondents for the in-
depth interviews. Non-probability sampling was therefore utilised, and
respondents were identified from information provided by hunting
associations and firearm dealers, and by utilising snowball sampling
(Nagel and Van Niekerk, 2001, p.125).

 A number of factors had to be taken into account when the research
population was selected for the in-depth interviews. The first aim was to
develop a conceptual framework for product development in the
hunting industry, based partly on an in-depth understanding of the
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needs and expectations of hunters. The interviews were therefore not
intended to produce an exhaustive study of the needs of hunters in the
Eastern Cape. This component of the research was hence of a
qualitative nature, which often justifies smaller sample sizes (Schiffman
& Kanuk, 2000, p.15), and findings cannot be generalised to larger
populations (Schiffman and Kanuk, 2000, p.15).

 Non-probability sampling was used to select the sample for the in-
depth interviews. The specific non-probability sampling technique
selected to identify hunters to be interviewed, was judgmental
sampling. Malhotra and Birks (1999, p.354) state that in judgmental
sampling, the population elements are selected on the judgment of the
researcher. The researcher, exercising judgment or expertise, chooses
the elements to be included in the sample because he/she believes
that they are representative of the population of interest, or are
otherwise appropriate. Martins, Loubser and Van Wyk (1996, p.256)
contend that, when searching for ideas and insights, the researcher is
not sampling a cross-section of opinion, but sampling those who can
offer some perspective on the research question. Churchill and
Iacobucci (2002, p.455 – 456) state that judgment samples are
handpicked because it is expected that they can serve the research
purpose. Therefore the selection of the sample may not be made on
the basis that they are representative, but rather because they can
offer the contributions sought. When searching for ideas and insights,
the researcher is not interested in sampling a cross-section of opinion,
 42
but rather in sampling those who can assist in achieving the research
aims.

 As mentioned earlier in this section, the in-depth interviews were used
to obtain information on the needs of hunters, with the objective of
developing a conceptual framework on product development. It was
therefore not considered essential that the sample should be
representative of the population of hunters in the Eastern Cape, but
that the sample consists of those respondents who, in the judgment of
the researcher, would best represent the typical hunter, and who would
be in the best position to provide the required information.

 Non-probability sampling, and specifically judgmental sampling, was
therefore used. The researcher used his judgment in selecting a small
sample of six hunters who, in his opinion, could offer some perspective
on the research questions. The selected hunters were known to have
hunted regularly in the Eastern Cape, and would therefore be familiar
with the conditions and hunting experiences offered in that area.
Keeping in mind the suggestion by Malhotra and Birks (1999, p.180 -
182) that the interviewer should put the respondent at ease, it was
argued that this could be achieved, inter alia, by selecting respondents
who, apart from complying with the requirements of respondent
selection as stated above, also knew the researcher, and who could
identify with the objectives of the study.
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1.9.7 PRE-TESTING

Bailey (1987, p.141) regards pre-testing as the final phase of
questionnaire design. Schnetler (1989, p.80) believes that pre-testing
may be done in two phases. Firstly, the questionnaire can be informally
tested by presenting it for comment and inputs to persons who are
familiar with the study. Secondly, the questionnaire can be tested
formally by asking a small sample of persons who represent the study
population, to complete the questionnaire.

The questionnaire was informally tested first by presenting it to the
promoter for comments. Secondly, colleagues who were familiar with
the study and who were also involved in hunting activities, were asked
to evaluate the questionnaire. Thirdly, the statistician who was involved
in designing the questionnaire, was also asked to comment on the final
product.

Formal testing was done by asking four landowners who were involved
in the hunting industry to complete the questionnaire. They were asked
to offer comments or criticisms. Based on a few comments and
proposals received from persons involved in testing the questionnaire,
a number of changes were made as part of the final refinements before
mailing the questionnaire. 
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1.9.8 ADMINISTERING THE QUESTIONNAIRE

Questionnaires were mailed to ranchers who were part of the research
population on 11 March 2002. A covering letter (Annexure D) and a
franked envelope accompanied the questionnaire. The letter was
printed on the letterhead of the Port Elizabeth Technikon and signed by
the Head of Department: Agriculture. The reason for using this
letterhead was that the institution is well known in the Eastern Cape
and is regarded as a reputable training and research institution. The
letter was sent out under the signature of the Head of Department:
Agriculture because the department has a good relationship with the
agricultural sector in the Eastern Cape, including game ranchers. It was
therefore felt that landowners would respond positively to a request to
take part in the survey.

The objective of the covering letter was to urge game ranchers to take
part in the survey. The benefits of the study for the hunting industry and
for game ranchers were spelt out. It was also pointed out that
completion of the questionnaire would not take a great deal of time.
The confidential nature of the study was stressed, and it was made
clear that the identity of no one would be disclosed. The return date for
the questionnaire was set at 31 May 2002. 
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1.9.9 THE RESPONSE

Of the 2779 questionnaires mailed to land owners, a total of 280 were
undeliverable and were returned by the postal services. Of the
remaining 2499 questionnaires 471 were returned, representing a
response rate of 18,85%. Because costs were prohibitive, no follow-up
was done.

The response rate seems to be low, but after administering the
questionnaires, it was discovered that smallholdings, irrigation farms,
and even in some cases farm labourers, had been included in the
address list. Although the list was thoroughly scrutinised before mailing
to remove addresses that were not regarded as part of the research
population, it was not possible to identify all unsuitable addresses. This
therefore inevitably contributed to a lower-than-expected response rate.


1.10 PROCESSING OF THE DATA

The Institute for Statistical Consultation and Methodology at the
University of Port Elizabeth undertook the capturing and processing of
the data. Release 7 of the BMDP statistical software package, 1993,
was used for the statistical analysis. BMDP programs 2D and 4F were
used to calculate the descriptive statistics which included means,
standard deviations, frequencies and percentages.
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1.11 STRUCTURE AND OUTLINE OF THE THESIS

The thesis is divided into six chapters. The study has two main thrusts,
firstly to obtain information on the characteristics of the game and
hunting industries in the Eastern Cape, and secondly to study and
make recommendations about the development and positioning of
hunting products. The outline of the study is as follows:

CHAPTER 1 Introduction to the study
CHAPTER 2 Development of conceptual frameworks on
positioning and product development
CHAPTER 3  Particular circumstances of the hunting industry
CHAPTER 4 Primary information on Eastern Cape industry
profiles and hunting products
CHAPTER 5 Hunters’ needs and expectations
CHAPTER 6 Summary of major findings, conclusions, and
recommendations




1.12 SUMMARY
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Chapter 1 commenced with the identification of the main research
problem and the sub-problems. This was followed by a delimitation of
the research, and definitions of concepts appearing in the title and
problem statement. The significance of the research was then
discussed. It was pointed out that the research could contribute
towards the game industry in the Eastern Cape by providing
information on its characteristics and by providing more insight into the
processes of product development and positioning.

As part of the empirical component of the study, data had to be
collected from both ranchers and hunters. The various options for
collecting the data were first investigated. Survey methods were
studied and the most suitable methods for this study were selected. It
was decided to use in-depth interviews to obtain information from
hunters, and to use a mailed questionnaire to obtain information from
ranchers. The design of a suitable questionnaire was also discussed.

The research population was identified as ranchers in 27 magisterial
districts. Before administering the questionnaire, it was pre-tested to
ensure that all possible problems had been eliminated. The
administering of, and the response to, the questionnaire were then
discussed, followed by an explanation of the processing of the data.
Finally, an overview was given of the structure and outline of the thesis.
CHAPTER 2
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DEVELOPMENT OF CONCEPTUAL FRAMEWORKS ON POSITIONING
AND PRODUCT DEVELOPMENT


2.1 INTRODUCTION

In chapter 1 it was pointed out that decisions on positioning issues are
of strategic importance to an organisation. It was also pointed out that
positioning could greatly affect the success of an organisation.
However, before any decisions can be made on positioning in the
hunting industry, it is necessary to explore the concept of positioning in
more detail. It is also necessary to explore the hunting concept in more
detail. This chapter commenced with a discussion of hunting as an
experience. After this discussion the existing theory on positioning was
critically evaluated. Attempts were made to identify the elements that
needed to be addressed when positioning options were exercised. The
relationships between the individual elements identified and their
influence on the process of positioning were considered, followed by a
discussion of customisation of products and relationship management
as important requirements for the successful marketing of experiences
such as hunting that then enables the development of a conceptual
framework for the positioning process in the hunting industry. The
discussion was concluded with the presentation of an integrated
conceptual model on the positioning process

Hereafter the process of product development was considered. Steps
in the development of new products were identified and discussed with
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a view to the development of a hypothetical conceptual framework for
product development in the hunting industry. The chapter concluded
with an introductory discussion on how these models might be used in
the hunting industry in the Eastern Cape. 


2.2 HUNTING AS AN EXPERIENCE

Pine II and Gilmore (1999, p.1) argue that there are a number of
traditional economic offerings that may be presented to clients, namely
commodities, goods, and services. The fourth economic offering, which
is distinct from any of the others, is experiences. Pine II and Gilmore
(1999, pp.7 – 9) view commodities as fungible materials extracted from
the natural world, goods as tangible products that companies
standardise, and then inventory and services as intangible activities
performed for a particular client. When a person buys an experience,
however, he pays to spend time enjoying a series of memorable events
that are staged to engage him in a personal way.

O’Sullivan and Sprangler (1998, pp.1 – 3) state that many products
incorporate an experience component into their consumer offering.
Experience can be infused into a product, used to enhance a service,
or created as an entity in itself. The factors that make an experience
uniquely distinct are:
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• The participation and involvement of the individual in
the consumption;
• A change in knowledge, skill, memory, or emotion
derived from such participation;
• The conscious perception of having intentionally
encountered, gone to, or lived through, an activity or
event; and
• An effort directed at addressing a psychological or
internal need of the participant.

The main differentiation between an experience and other offerings is
therefore the level of involvement of the client, as well as the emphasis
placed on personal needs. The experience leads to individualised
involvement, reaction and response from the client. O’Sullivan and
Sprangler (1999, p.19) further contend that experiences speak to the
inner needs and desires of people. Experiences provide the opportunity
to clients to become involved in such a way that elements of the
participation will be carried with them for a period ranging from a
moment to a lifetime.

When hunting is evaluated against the characteristics of an experience
as discussed above, it is clearly an experience. Inherent to the hunting
experience is the active involvement of the hunter. The level of
involvement may differ depending on the type of hunting offered, but
the hunter is always actively involved in the process in some way or the
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other. Hunting also impacts on the knowledge, skills, memories and
emotions of participants. It is common to learn new facts about the
animals, environment and people and many other aspects associated
with a hunting experience. Most hunters have cherished memories,
often intensely emotional, about hunting experiences. The next
characteristic of an experience  also applies to hunting, as hunters
consciously decide to take part and live through the event. Lastly,
hunting may be regarded as addressing a psychological or internal
need of the participant. As discussed in 5.3.2 below, the reasons why
hunters hunt are; to be in nature, to relax, and to get out of everyday
routine. They seek the challenge of pitting one’s skills against the
animal, the excitement, the social aspects, and the peace and rest
associated with hunting. It is clear that the hunting experience
addresses inner needs and desires of hunters.

O’Sullivan and Sprangler (1998, pp.23 – 158) discuss the so-called 4Ps
of experience marketing, namely parameters of the experience, people,
peripherals and perInfoCom. The authors contrast the 4Ps of
experience marketing with the traditional 4Ps of product and service
marketing. They suggest a transition from the traditional marketing
views to a new paradigm, as indicated below.



TRADITIONAL VIEW NEW PARADIGM
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Products and services

Tangible benefits

From manufacturers and providers

Demographics

Standard of living

4Ps of marketing

• Product
• Place
• Price
• Promotion
Experiences

Inner needs

Infusers, enhancers and makers

Psychographics

Quality of life

4Ps of experience marketing

• Parameters
• People
• Peripherals
• PerInfoCom



A brief discussion based on the work of O’Sullivan and Sprangler will
now be provided on each of the 4Ps of experience marketing.

The parameters of the experience include five segments:
• The stages of the experience – events or feelings prior
to, during, and after the experience;
• The actual experience – factors or variables in the
experience that influence participation and shape
outcomes;
• The need(s) being addressed through the experience;
• The role of the participant and other people involved in
the experience; and
• The role of, and relationship with, the provider of the
experience.
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The second P of experience marketing deals with people. Without
people there is no experience, and people are therefore at the centre of
an experience. The needs of people must therefore be viewed as
central to the issue of experience marketing. The needs of people give
rise to particle markets of people with similar needs (thus market
segments). Providers of experiences should strive to identify such
particle markets for purposes of designing and marketing experiences.

The third P of experience marketing incorporates the place and price
variables, while also making room for many other factors that make the
experience unique. These factors include place, price, packaging,
participants, policy and procedures, public image, patterns of demand,
and popularity cycle. Each of these factors encompasses a variety of
factors that shape the experience.

PerInfoCom, the fourth P of experience marketing, addresses the need
to communicate with people and inform them about their needs as they
relate to a particular experience. PerInfoCom strives to communicate
with prospective clients in a personalised way that will move them to
take action.

Pine II and Gilmore (1999, p.12) argue that experiences occur in any
individual who has been engaged on an emotional, physical,
intellectual or spiritual level. Therefore no two people can have the
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same experience as each experience derives from the interaction
between the staged event and the individual’s prior state of mind and
being.

From the discussion above it can be concluded that hunting should be
regarded as an experience. The implication that this has for the
processes of product development and positioning should be carefully
considered.


2.3 THE CONCEPT OF POSITIONING

In addition to the definition supplied for positioning in 1.5.2, the concept
is now explored in more detail. Trout (1996, p.ix) defines positioning as
what you do to the mind of the customer. Kotler (2000, p.298) defines
positioning as the act of designing the company’s offer so that it
occupies a distinct and valued place in the target market’s mind.

Markides (2000, p.1) states that a strategic position is the sum of a
company’s answer to three questions: Who should be targeted as
customers? What products and services should be offered to them?
How should this be done?

In addition to the above definitions, a number of authors (Proctor, 1996,
p.222; Kotler, 1991, p.302; Kotler & Armstrong, 1996, p.254; Czinkota
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& Kotabe, 2001, p.187) identify the perception of the client about the
offering as an important element of positioning. This perception is
created relative to the competing products. The position desired by
organisations is a product occupying a distinct and valued place in the
minds of the target customers. Ryans, More, Barclay and Deutscher
(2000, p.195) contend that the organisation needs to demonstrate why
their offering provides a better fit with customer needs than the
offerings of competitors. According to Lamb, Hair, Mc Daniel, Boshoff
and Terblanche (2000, p. 153), the assumption behind positioning is
that consumers compare products on the basis of important features.

According to Radder (1997, p.13), positioning may be viewed from
different perspectives.  Competitive positioning may be regarded as
part of strategising.  From a management perspective, strategy refers
to activities  that need to be performed to achieve a competitive
advantage. Each activity, then, has a competitive position  or strategy to
create and maintain a competitive advantage. It is clear that there is a
close relationship between positioning and competitive advantage.

From a marketing perspective, positioning consists of three steps:
identifying areas of competitive advantage on which to build a position,
selecting the correct advantage to exploit, and communicating and
delivering the chosen position to the market.
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Adcock (2000, p.18) contends that positioning takes place at different
levels, namely positioning in a market, positioning of the organisation,
positioning of the product or service, and positioning in the mind of the
customer. Hooley, Saunders and Piercy (1998, p.203) identify
companies, products/services, and brands, as the levels at which
positioning takes place. Proctor (1996, p.222) classifies positioning as
being functional, symbolic, or experiential. Each of the levels of
positioning will briefly be discussed.

Market positioning is the choice of a target market to be served. Target
markets are identified by finding answers to the questions: What
market are we in? and What market do we want to be in? (Adcock,
2000, p.18). To effectively choose a market, the issues of market
segmentation and choice of the most attractive segment, are relevant.

Company positioning or competitive positioning covers the chosen
attitude of an organisation in its competitive arena. The organisation
must decide how to position itself against competitors (Adcock, 2000,
p.127). This is extremely important because organisations that have
competitive advantage are able to earn returns that are significantly
higher than those of their competitors in a given industry (Jenkins,
1997, p.8). Competitive advantage may be achieved by following one
or a combination of three generic competitive strategies, namely low
cost leadership, differentiation, or focus (Wright, Pringle & Kroll, 1994,
pp.125-127). Porter (1998, p.35) regards positioning of the company as
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building defences against competitive forces, or as finding positions
where the forces are the weakest.

Product positioning is the creation, by a supplier, of a total product
offering aimed at meeting the wants and needs of a specific target
market (Adcock, 2000, p.129). A product can be positioned in a number
of ways, including the product/service features, the benefits that it
offers, the relevance to specific usage occasions, the suitability for
particular users or uses, positive associations with complementary
products, and comparison with other competing products. This study
focuses mainly on product positioning, and attempts are made to
identify market segments and to develop suitable products for those
segments.

Lautman, as quoted by Adcock (2000, p.130), suggests that product
positioning can be broken down into three major components, namely
attributes, benefits, and claims. The attributes and claims are both
controllable variables, and as such are part of the operational
marketing mix. Benefits derive from attributes, and customers
experience these benefits, which then plays a key role in a customer’s
perception of a position. Attributes can be tangible or intangible; they
are the features that make up a total augmented product or service.
The actual product position, however, is more likely to reflect, to a
greater extent, those particular attributes that augment a product,
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differentiating it from competitors, rather than those expected elements
that many offerings contain.

Positioning as perceived by customers is how customers themselves
rate the offering in relation to other products or services. This
perception of a position is critical in a purchase decision. The
perception of the customer is influenced by the marketing and
promotional actions of the supplier. The supplier makes certain claims
and promises about the product. This is evaluated alongside other
clues from previous experience and knowledge gained from a variety of
sources. Prior to purchasing a product or service, customers will judge
competitive offerings on the basis of the different expectations and
costs of each. It is very important that customers’ expectations should
be in line with what is offered by the product. If what is offered falls
below expectations, there is risk of customer dissatisfaction after the
purchase, and the supplier will be at a competitive disadvantage. Any
competitive advantage enshrined in the promises must be reflected in
the product.

This study’s main focus is product positioning, without losing sight of
the other perspectives. With this focus in mind, the positioning process
may be viewed as a concentric approach, as depicted in Figure 2.1.

Figure 2.1. LEVELS OF POSITIONING
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Source: Researcher’s own construction.

Figure 2.1 illustrates the relationship between the different levels of
positioning, indicating that a market position must first be chosen.
Within the chosen market, the most advantageous position for the
company must be identified, and then a suitable image must be
selected to position the products of the company in the minds of clients.
The total positioning process must thus be viewed as an integrated
process, where the different levels of positioning are interdependent
and they all contribute to the ultimate success of the organisation. The
conceptual model on positioning developed at the end of this
discussion further illustrates the relationships between market
positioning, competitive positioning, and product positioning.
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This study focuses on positioning in the hunting industry in the Eastern
Cape.  The study is approached from the viewpoint of the individual
hunting provider in the industry, but it should be borne in mind that the
overall position of the industry in the Eastern Cape also impacts on the
individual organisation. 


2.4 POSITIONING AND THE MIND

Positioning is what you do to the mind  (Trout, 1996, p.ix). The mind has
certain specific characteristics that impact on positioning (Trout,1996,
p.1-47). Trout contends that the better the mind is understood, the
better will positioning be understood. Minds are limited and cannot
cope with an infinite amount of information. Trout also points out that
people are selective as to the information they will accept. On the other
hand, we are experiencing a tremendous explosion of information –
more information has been produced in the last 30 years than in the
previous 5 000 years. The increase in the volume of communications
has dramatically affected the way people either take in, or ignore, the
information offered to them. The problem worsens when attempts are
made to communicate complex or confusing information.

Trout then points out that minds are also insecure, and people tend to
follow a ‘herd instinct’ and buy what others buy. When people are
uncertain, they will often look to others to help them decide how to act.
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However, once people have made up their minds, it is not easy to
change them. When the market makes up its mind about a product, it is
very difficult to change this perception.  Lastly Trout argues that minds
can lose focus. This happens when organisations extend their lines of
offerings, and consumers have difficulty in coupling a specific
organisation with a specific product.

A number of conclusions are drawn from the discussions above.

• It is important to keep the message to be conveyed as
simple as possible. Organisations should focus on one
attribute and drive the message home.
• A number of factors will determine how interested the
consumer will be to hear the message – some
offerings naturally create more interest than others.
• How well people remember offerings or events is
influenced by an emotional context. When the context
is right, messages are recorded in the brain and
therefore remembered.
• The importance of the message to be conveyed will
influence the willingness of potential customers to
accept and take in the message. 
• The mind’s unwillingness to change can be used to
reclaim old ideas and old messages that customers
associate with the product or the organisation. 
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The conclusions above illustrate that hunting providers should carefully
consider which product attributes they aim to promote. They should
select the most outstanding feature(s) of the product and then focus on
conveying that as simply as possible to their target customers. It is also
important to ensure that the target market is carefully selected, to
ensure that prospective clients will be interested in assimilating the
information provided. Messages must be structured in a way that will
arouse interest, and are important enough to prospective clients to
capture their attention. It may also be important to appeal to the
emotions of prospective clients by creating an image of romanticism,
relaxation, and being in nature, originating from the history and
customs surrounding the hunting experience.


2.5 THE RELATIONSHIP BETWEEN POSITIONING AND VALUE

Value  may be defined as the difference between perceived benefits
and the perceived sacrifice necessary to obtain those benefits (Adcock,
2000, p.134). Value is a vital component in the comparison of
competitive offerings, and as an input into the purchase decisions
made by customers. When assessing the value of an offering, the
supplier should consider both the benefits received by the customer,
and all the costs involved. Value can be increased by relevant
additional benefits, or by a reduction in the necessary sacrifice. A
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competitive advantage is created when an offering gives something of
value that is not available from other sources. Kotler and Armstrong
(1996, p.256) argue that consumers choose products and services that
give them the greatest value. Competitive advantage comes from the
extent to which an organisation can position itself as providing superior
value to selected target markets, either by offering lower prices than
competitors do, or by providing more benefits to justify higher prices.

Inputs to the value equation come from the position that a supply
company and its offerings occupy in the minds of the buyers (Adcock,
2000, p.18). It is possible to differentiate products from those of
competitors, but competitive advantage will only be obtained if
customers value the features that give rise to differentiation. Positioning
an offering to create the perception of higher value than competitive
offerings, will lead to a strong competitive advantage.

Pine II and Gilmore (1999, p.22) contend that there is a progression of
economic value from commodities to goods, to services, to
experiences. This is illustrated as follows:
Figure 2.2. SHIFTING UP THE PROGRESSION OF ECONOMIC
VALUE
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Source: Pine II and Gilmore (1999, p.72)

In this study it is argued that hunting is an experience. The hunting
provider who stages an experience relevant to the needs of clients has
a differentiated product, and is in the position to charge a premium for
the product. The total experience provided to the customer constitutes
the value that the customer will receive. Ravald and Grönroos, as
quoted by Adcock (2000, p.137), state that a commitment from the
supplier to understand the needs and preferences of the customer, is a
prerequisite for survival in the modern business world. Providers of
hunting experiences should therefore ensure that they define their
target markets, understand the needs of those markets, and then cater
for the specific needs of their markets. Aspects of importance that
should receive attention may include items such as accommodation,
conditions pertaining to the hunt, slaughtering facilities, abundance and
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size of game, transport on the farm, the atmosphere on the farm, and
the social experience associated with the hunt (Nagel, Radder & van
Niekerk, 2000, p.17). These factors are discussed in more detail in
chapter 5.


2.6 THE RELATIONSHIP BETWEEN POSITIONING AND MARKET
SEGMENTATION

Positioning does not take place in isolation – it happens within a
chosen market or market segment. Proctor (1996, p.223) regards the
definition of the segments in a particular market as the first step of a
positioning plan. Czinkota and Kotabe (2001, p.212) state that the
positioning process can be developed to most effectively implement the
segmentation process. They see the positioning process as consisting
of three steps, the first of which is market segmentation. Most
definitions of positioning refer to customers within a specific target
market who need to be approached (Kotler, 1991, p.302; Hooley et al.,
1998, p.203; Wilson et al., 1992, p.219). It is therefore evident that
positioning follows after thorough investigation of a specific market. It is
necessary to identify segments within the market, and to decide on
which segment(s) to target, before positioning can take place. Proctor
(1996, p.222) states that targeting and positioning strategies are
interrelated. The choice of one or more target market is based, at least
in part, on the feasibility for the organisation of designing and
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implementing an effective positioning strategy to meet the needs of the
target(s).

Part of this study will focus on identifying market segments within the
hunting market in the Eastern Cape. These aspects are discussed in
chapter 5. Selecting a market niche will enable hunting providers to
focus on clients with specific needs. A competitive advantage can be
obtained by hunting providers who serve the needs of clients within the
target segment better than competitors who operate in the broader
hunting market.


2.7 THE RELATIONSHIP BETWEEN POSITIONING AND
DIFFERENTIATION

Competitive positioning may be seen, in some ways, as the outcome of
providers’ attempts to create effective competitive differentiation for
their products and services (Hooley, et al., 1998, p.204). The position
selected should be both different from those of competitors and
sufficiently attractive to enough customers to be commercially viable
(Adcock, 2000, p.126). Kotler (2000, p.302) argues that each company
will want to promote the few differences that appeal most strongly to its
target market. Positioning calls for the company to decide how many
differences, and which differences, to promote. Kotler (1996, p.256)
believes that positioning begins with differentiating the organisation’s
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offering so that it will give customers more value than competitors’
offers do. In many cases it happens that two or more organisations will
go after the same position. Each organisation must then set itself apart
by differentiating its offer, and by building a unique bundle of
competitive advantages that appeal to a substantial group within the
segment. The unique bundle of competitive advantages selected to
build on should be based on the core competencies of the provider.
Hunting providers should therefore identify their strengths, and create a
competitive advantage by building on these core competencies.

From the discussion above, it is concluded that unique positioning of
the products/services of an organisation can be achieved only if the
offerings are different from the products or services of competitors.
Competitive advantage can be achieved only if the features offered by
the product/service occupy a unique and valued position in the mind of
the customer. Differentiation may thus be viewed as a prerequisite
before effective positioning can be achieved. It is therefore essential for
hunting providers to ensure that they design a product that not only
satisfy the needs of the target market, but also satisfies the target
market in a unique way.


2.8 THE RELATIONSHIP BETWEEN POSITIONING AND THE
MARKETING MIX
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The concept of a marketing mix, consisting of the 4Ps, traditionally
product, price, place and promotion, and in the case of experience
marketing - parameters, people, peripherals and perinfocom -
emphasises the importance of finding an optimal integration of a
number of factors. Positioning is the process of designing an image
and value so that customers in the target segment understand what the
company or brand stands for, in relation to its competitors. This implies
that positioning is a fundamental element of the marketing planning
process, since any decision on positioning has direct and immediate
implications for the whole of the marketing mix (Wilson et al., 1992,
p.220). Proctor (1996, p.222) argues that the whole of the marketing
mix is important in developing effective positioning, as attributes of the
offerings must be closely in line with the targeted customers’
expectations and needs, as must be the associated price and channels
of distribution. Promotional activity is also important as part of
positioning, because this is the way in which the positioning is
communicated to the target audience. Positioning is accomplished
through the use of the marketing mix variables, particularly through
product design and marketing communications.

Kotler (1991, p.303) states that the advantage of solving the positioning
problem is that it enables the company to solve the marketing mix
problem. The marketing mix is essentially the design of the tactical
details of the positioning strategy. The marketing mix must support, and
be in line with, the positioning strategy. Kotler and Armstrong (1996,
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p.262) believe that concrete action aimed at actually delivering the
position that the organisation decides on, is the only way to create a
consistent and believable position. The actions aimed at building a
position of high quality will, for example, include the production of high-
quality products, charging a high price, distribution through high-quality
dealers, advertising in high-quality media, and hiring of competent staff.

It seems inconceivable that an effective position can be built without
developing a marketing mix to support it. Once a position has been
chosen, products that will effectively serve the chosen target market
should be developed, the products should be correctly priced, the
method and place of making the product available to customers should
be determined, and the means of communicating the message to target
customers should be decided on.

If positioning is the battle for your mind, then communication with the
target market is an essential component of this battle. No marketing
strategy is complete until decisions have been made about
communicating with both market chain members and end users (Ryans
et al. 2000, p.209). The objective is to develop effective communication
strategies to influence choice or rejection within the market chain and
at the end-user level. Influence is exerted by developing outstanding
customer interface strategies, and through advertising, promotion, and
public relations.
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Promotion of the product/service/brand is an integral part of the
marketing mix. Kotler and Armstrong (1996, p.262) state that all the
marketing mix efforts of the organisation must support the positioning
strategy. Promotion involves activities that communicate the merits of
the product and persuade target customers to buy it (Kotler &
Armstrong, 1996, p.49). It is therefore essential that, once the
organisation has chosen a position, it must take strong steps to deliver
and communicate the desired position to target customers. Achieving a
desired position in the minds of customers implies that the desired
position has been effectively communicated to the target market.

An organisation’s total marketing communications programme – called
its promotion mix – consists of the specific blend of advertising,
personal selling, sales promotion, and public relations tools that the
organisation uses to pursue its advertising and marketing objectives
(Kotler & Armstrong 1996, p.461).

Methods of communication with target customers will differ according to
specific characteristics of the organisation and target market. It is
important, however, that effective communication strategies be
developed as an integral part of positioning activities.

In the discussion of the 4Ps of experience marketing it was pointed out
that there are various stages in an experience, and that people are
central to the experience. The experience should be customised to the
 71
needs of the clients, and communication with the market should take
place in a personalised manner which in turn emphasizes the
importance of relationship management.

From the discussion above, it can be concluded that positioning forms
an integral part of the whole of the marketing process, and should be
viewed as an integrated part of a bigger system. In addition, product
development should be based on the needs of the client, and products
should be customised to individual needs.


2.9 THE RELATIONSHIP BETWEEN POSITIONING AND COMPETITIVE
ADVANTAGE

Miller (1998, p.14) states that organisations should be focused on the
creation of wealth, and that the best means to achieve this is to focus
on the creation of competitive advantage. He believes that a business
will not be financially successful over the long term if it does not hold
some advantage relative to its competition. The creation of a
competitive advantage is therefore at the heart of any business
strategy. The objective with positioning is to build a perception in the
minds of customers that will give the organisation an advantage over
competitors. Markides (2000, p.23) simply states that, to be successful,
a company must create and exploit a unique strategic position in its
industry. Kotler and Armstrong (1996, p.256) regard the identification of
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a possible set of competitive advantages on which to build a position as
the first step of the positioning task. If an organisation can position itself
to provide superior value to selected markets, either by offering lower
prices than competitors or by providing more benefits to justify higher
prices, it will gain competitive advantage.

The market position of a product often has a direct influence on
strategy (Wilson et al., 1992, p.250). The competitive positions of
organisations can be classified on a spectrum from market leaders to
organisations serving a market niche. Market leaders have dominance
in the industry by virtue of factors such as their market share,
advertising intensity, distribution coverage, and rate of new product
introductions. Market challengers have a smaller market share, but
adopt an aggressive stance and attack other organisations to gain
market share. Market followers adopt a less aggressive stance and aim
to maintain the status quo. Market nichers specialise in serving a
specific market niche. Each of these groups will position themselves
differently in order to gain competitive advantage.

Positioning is one of the important elements in achieving competitive
advantage. Organisations that succeed in identifying and occupying a
unique strategic position in their chosen target markets are likely to
gain competitive advantage and, therefore, success in their industries.
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2.10 CUSTOMISATION OF PRODUCTS

Pine II and Gilmore (1999, p.1) believe that no company wants to see
its products commoditised. If this happens, differentiation disappears,
profit margins drop and, customers buy only on the basis of price. Pine
II (1993, p.xiii) defines mass customisation as a new way of viewing
business competition, one that makes the identification and fulfilment of
the wants and needs of customers paramount, without sacrificing
efficiency, effectiveness, and low costs.

Pine II and Gilmore (1999, pp.69 – 72) argue that the customisation of
a service can be a sure route to staging a positive experience.
Customisation can therefore be used to create customer-unique value
when the offering is specific to individual customers, particular in its
characteristics, and singular in its purpose to benefit the customer.

The same authors further state that customising turns goods into
services, and customising services change them into experiences. This
may be illustrated as follows:


Figure 2.3. THE PROGRESSION OF ECONOMIC VALUE
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Source: Pine II and Gilmore (1999, p22)

In this study it is argued that, since hunting is an experience, product
development should take place with a view to customising the offering.
This should assist in differentiating the offering from competitive
offerings, as well as in developing offerings that are relevant to the
needs of clients. This should also place the hunting provider in the
position of getting a premium price for the offering.


2.11 RELATIONSHIP MANAGEMENT

Throughout this chapter the importance of knowing customer needs
was stressed. Burnett (2001, p.xvii) states that looking for new products
to sell to existing customers is more cost-effective than seeking new
customers for existing products. Zeithaml and Bitner (1996, p.170 -
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171) explain that relationship management is a philosophy of doing
business that focuses on keeping current customers, rather than on
acquiring new customers. Successful marketers work on effective
strategies of retaining customers, because it is believed that customers
prefer to have an ongoing relationship with one organisation. By
adopting a relationship philosophy, organisations understand the needs
of their customers in greater depth over time, and are better able to
meet their changing needs and expectations. Cram (2001, p.15) states
that customer relationship management seems to be the solution to
new market forces, greater competitive intensity, and changing
customer needs – the exact challenges facing the provider of a hunting
experience, as discussed in section 1.2.

Gronroos, as quoted by Payne (1995, p.147), believes that customer
satisfaction drives profitability. The assumption is that a satisfied
customer forms a strong relationship with the provider, which in turn
leads to customer retention and customer loyalty. The importance of
satisfied customers is underlined by the fact that dissatisfied customers
tell between nine and sixteen people about their poor experience,
whereas satisfied customers will tell four to five people about their
positive experience (Zeithaml & Bitner, 1996, p.193).

There are a number of benefits for the firm in fostering good customer
relationships. Lovelock (2001, p.152 – 153) contends that the provider
firstly profits from increased purchases over time, as customers buy
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more. In the context of a game ranch, this means hunters frequently
returning to the same ranch. Secondly, operating costs are reduced as
customers become more experienced and make fewer demands on
suppliers, and also make fewer mistakes like incorrect ordering of
supplies. Because of a good relationship between a rancher and a
hunter, both parties will know what to expect and what can be offered,
thus reducing demands and mistakes. The third area of profit flows
from positive word-of-mouth recommendations by satisfied customers,
for example satisfied hunters spreading a positive comment and
encouraging other hunters to support a particular ranch. Lastly, the
provider profits from long-term customers who pay regular prices, and
who are more willing to pay premium prices at peak periods or for
express work. Long-term customers may be willing to pay slightly more
to a particular provider, compared to a competitor, in order to secure a
desired hunting experience. Anton (1996, p.11) also quotes the
benefits mentioned above, but adds another benefit, namely the cross-
purchases of other products.  An example of such a cross-purchase is
a biltong hunter patronising the same ranch for a trophy hunt.

According to Cram (2001, p.21), there are eight factors that a customer
seeks from a provider. These factors are listed below;

• Reliability in terms of performance;
• Mutual trust;
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• Recognition – remembering the needs of the
customer;
• Accessibility – communication when required;
• Service of the required standard and speed;
• Education – to be kept up to date;
• Preference – fair prices and priority; and
• Individuality and brand association.

Not all customers can be regarded as key customers. Providers try to
find a match between their strengths or core competences and specific
customers who have needs and values that can be satisfied by these
core competences. Zeithaml and Bitner (1996, p.178) state that it
would not be beneficial to establish a relationship with a client whose
needs the firm cannot meet. Likewise, it will not be wise to forge
relationships with incompatible market segments. Cram (2001, p.78)
contends that the skill of market segmentation is required for selecting
future best customers. The issue of market segmentation was
discussed in 2.6 above.

Once key customers have been identified, it is essential to establish a
long-term relationship with these customers. Burnett (2001, pp.86 – 88)
suggests four ways to create lasting relationship bonding, namely the
development of personal trust, the creation of entry barriers to exclude
competitors, the creation of exit barriers to prevent the client from
leaving the relationship, and the initiation of joint venture projects.
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Frazer-Robinson (1997, p.27) regards the fostering of customer
relationships as a team effort that involves all staff. Every staff member
should make ‘customer-first’ decisions all the time.

From a product development and positioning perspective, a number of
important perspectives flow from the above discussion. The first is  the
importance that hunting providers should identify key clients through
market segmentation and selection of a market niche to focus on. The
second is the importance of knowing client needs intimately. In the third
place, it is important that customised products should be developed,
based on client needs. Fourthly, the importance of sound customer
relationships and the potential benefits to the firm should be considered
by hunting providers. In the fifth place, the need to train and develop
staff to be responsive to client needs may lead to a competitive
advantage for the hunting provider.


2.12 STEPS IN POSITIONING

Reference has been made in section 2.3 to certain authors who see the
process of positioning as a matter of finding answers to the questions
who should be targeted, what should be offered, and how it should be
done (Markides, 2000, p.1), as well as identifying competitive
advantages, deciding on what to emphasise and how to implement the
positioning concept (Wilson et al., 1992, p.220).
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Proctor (1996, p.223), however, provides a more detailed exposition of
the positioning process, which is schematically represented in Figure
2.4.

Figure 2.4.  THE PRODUCT POSITIONING PROCESS












Source: Adapted from Proctor (1996, p.223).

In Figure 2.4, specific steps are identified that form part of the product
positioning process. The process is investigated in more detail in
section 2.16 with a view to developing a more detailed conceptual
framework for positioning.
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2.13 POSITIONING STRATEGIES

According to Proctor (1996, p.224), the focal point of any positioning
strategy is to match a brand with that segment of the market where it is
most likely to succeed.  Kotler and Armstrong (1996, p.255) offer the
following list of strategies for positioning a product:
• By product attributes;
• By benefits provided by the product;
• By usage occasions;
• By users of the product;
• Against competitors;
• Away from competitors;
• By product class; and
• A combination of two or more of the above.

A number of authors (Wilson et al., 1992, p.221; Proctor, 1996, p.225-
226 and Adcock, 2000, p.129) define similar possible positioning
strategies.

Communicating the attributes and benefits offered by the product to the
target market, will lead to claims being made. These claims will create
customer expectations about the product. It is important that the claims
made about the product be delivered in the final product when a
purchase is made. The level of expectation creates needs to be
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satisfied. If no satisfaction takes place, a negative gap between
expectations and satisfaction will result, leading to customer
dissatisfaction and resulting in a negative position for the product.

What is important is that a strong competitive position should be
created for the product. This can be achieved by selecting options for a
positioning strategy that will reflect the particular attributes that
augment the product and differentiate it from competitive products.
Positioning strategy will therefore be formulated after considering the
attributes and benefits of the product, the needs and wants of the
customers, and the positioning of competitive offerings.


2.14 POSITIONING ERRORS

If organisations decide to promote a product, service or brand, and
focus on more than one outstanding attribute of the product, a risk of
losing a clear and well-defined position in the mind of the customers
could exist. The greater the number of claims regarding the product,
service or brand, the greater the risk of disbelief and loss of clear
positioning (Kotler, 2000, p.300).  Ineffective communication of the
advantages of the product/service/brand may lead to four major
positioning errors (Hooley et al., 1998, p.205; Wilson et al., 1992,
p.220; Kotler, 2000, p.300):

 82
• Under-positioning when buyers have only a vague
idea of the organisation’s offering and do not know
anything special about it;
• Over-positioning when customers have too narrow a
view of what the organisation offers and fail to
recognise the full breadth of the range of
products/services/brands;
• Confused positioning when customers become
confused about products/services/brands as a result
of frequent changes and contradictory messages; and
• Doubtful positioning when customers do not accept
the claims made about the product/service/brand.
Customers find the claims hard to believe as a result
of factors such as the features, the price, or the origin
of the product/service/brand.

2.15 REPOSITIONING

Trout (1996, p.51-52) believes that in modern times organisations face
great danger of losing market position. The main reasons for this are
that technologies, customer attitudes and competition continually
undergo changes. These changes force organisations to acquire a new
focus that will suit them better in the future.  Repositioning is a ‘must’
when customer attitudes have changed, technology has overtaken
existing products, and products have strayed away from consumers’
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long-standing perception of them (Trout, 1996, p.56). According to
Assael (1998, p. 311) and Churchill and Peter (1998, p.258),
repositioning may be achieved by communicating new features of the
product to the market without necessarily changing the physical
characteristics of the product.

Markides (2000, p.13) takes the view that new positions are emerging
continually. He states that changes in industry conditions, changing
customer needs or preferences, moves and countermoves by
competitors, and an organisation’s own evolving competencies, create
new opportunities. An organisation must therefore not settle for what it
has, but must continually seek new positions to colonise. It could
therefore be asked whether positioning should be a one-time event,
taking place only when planning strategically, or whether it should be
regarded as a continuous process.

Proctor (1996, p.230) does not regard positioning as a one-time event,
but rather as a process that may require adjusting from time to time.

Repositioning may be required if:

• The product of a competitor is positioned similarly to
the organisation’s own product and is adversely
affecting the performance of the product in the market
place;
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•  There has been a change in consumer preferences
with respect to the product/service/brand;
• New opportunities emerge from new customer
preferences; or
• The original positioning was incorrect.

Proctor (1996, p.231) suggests three ways of repositioning
products/services/brands:

• Among existing users by promoting more varied uses
of a product/service/brand;
• Among new users by presenting a
product/service/brand with a different image to people
who have so far rejected it; and/or
• For new users by searching for latent uses of the
product.

In this chapter it is argued that service providers in the hunting industry
should regard positioning as a continuous process, and should adjust
the positioning of the product/service/brand whenever changes
necessitate a new position. It is clear that the rate of change will
increase rather than decrease in the future, and organisations need to
research the positioning of their offerings on an ongoing basis with a
view to positioning the offerings optimally.

 85

2.16 A CONCEPTUAL FRAMEWORK FOR POSITIONING

As discussed in 2.12 above, the positioning process consists of a
number of steps. It was also mentioned that the process would be
investigated in more detail with a view to developing a comprehensive
conceptual framework on positioning. The steps in this process follow
each other in a logical sequence, and for the purpose of this study, are
schematically represented in Figure 2.5:
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Figure 2.5. A CONCEPTUAL FRAMEWORK FOR THE POSITIONING
PROCESS






























 Source: Researcher’s own construction.
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As discussed in section 2.3 above, positioning can be viewed from
different perspectives, namely positioning within a market, positioning
of the organisation, positioning of the product or service, and
positioning in the mind of the customer. The conceptual model in
Figure 2.5 indicates that positioning is complex, and that most of the
elements are interrelated. All actions start with the analysis of the
market in which the organisation will compete. The size of the market,
its growth rate and profitability, and the identification of market
segments, are some of the factors influencing strategic decisions
regarding positioning in the market.

It is important that the particular circumstances of the hunting industry
should be considered when positioning decisions are made. There are
many similarities between the hunting industry and the agricultural
industry as regards factors that impact on the marketing of products.
Already in 1985 Radel and Reynders (p.527) identify particular factors
that impact on agricultural markets. Firstly, agricultural production takes
place on a large number of relative small units that cover a large
geographical area. This also holds true for the hunting market, where a
large number of hunting providers are active. Secondly, most
agricultural products are perishable, necessitating special storage
facilities. Venison is also a perishable product that requires cooling
facilities for storage. In the third place, the production cycle of
agricultural products is long, leading to a low rate of capital turnover.
Game also has a long production cycle that leads to the need for
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careful planning to ensure that utilisation does not exceed production.
Fourthly, agricultural products are seasonal in nature, resulting in large
price fluctuations as a result of erratic supply. Historically, hunting was
also seasonal in nature, being restricted mostly to the winter months.
Lastly, natural conditions like rainfall, wind, temperature and seasonal
variations influence agricultural production greatly. Extensive game
production is similarly influenced by natural conditions, resulting in high
production in good years, and mortalities and low production in difficult
years.

It can be concluded that there are specific circumstances that are
particular to the hunting market. These particular industry
circumstances should be carefully considered by hunting providers
when decisions on positioning are made. It is therefore important that
the hunting provider should have a sound knowledge of the hunting
industry. In chapter 3 the particular circumstances of the game and
hunting industries in the Eastern Cape will be discussed.

Selection of a specific market segment in which the organisation aims
to compete is based on consideration of the core competencies of the
organisation, the strategic fit, and the chosen strategic direction of the
organisation. Product positioning is based on client needs. The needs
and wants of clients are determined by means of market research, and
products are then developed to satisfy these needs. When choosing a
specific position for the product in the market, the positioning of
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competitors is taken into account. The objective is to differentiate the
product from products of competitors, and to acquire a distinct position
in the minds of prospective clients. A specific image should be selected
for the product, and this image should be communicated to the target
market. Continuous evaluation of the positioning of the organisation
and its products must take place to ensure that the best possible
competitive advantage is obtained. The cost advantage, value
advantage, and performance advantage obtained must be evaluated. If
the chosen position is not rendering the desired results, repositioning
should be considered. Repositioning may be required when industry
conditions change, when customer needs shift, when competitors
attack the chosen position, or when the organisation acquires new
competencies. Whenever repositioning is required, the positioning
exercise starts all over again with analysis of the market and the steps
that follow.


2.17 POSITIONING PROCEDURE IN THE HUNTING INDUSTRY IN THE
EASTERN CAPE

The first step in positioning the hunting industry in the Eastern Cape is
to analyse the hunting market. It can be broadly divided into a local and
an international market. Within these markets there are specific
segments defined by the specific needs of clients. Factors such as
affluence of the hunters, the amount of comfort they require during the
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hunting trip, the type of hunting experience they desire, their physical
abilities, ethical considerations, and the hunting equipment used, will
define specific market segments. Hunting providers have the option of
serving the whole market or one or more selected segments of the
market. Hunting providers need to consider their core competencies
and the natural attributes of their ranches before selecting a target
segment. A prerequisite for successful competition is a strategic fit with
the target market segment, effectively ensuring that the organisation
has the core competencies, resources and correct strategy to serve the
needs and wants of the target segment.  

The next step in the positioning process is to determine the needs and
wants of prospective clients in the chosen market segment. Market
research is required to develop products that will satisfy the needs of
clients. Hunters have specific preferences regarding the hunting
experience. The closer the fit between the products offered by the
hunting provider and the needs and wants of clients, the greater will be
the success of the hunting provider. Satisfied clients share their
experiences with fellow hunters, which strengthens the position of the
hunting provider. It is therefore essential that hunting providers should
first know the needs and wants of their clients, and then develop
products that will satisfy those needs.

Hunting providers should also give consideration to the image they
would like to communicate to the market. The strengths of their specific
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organisation should be considered before a decision in this regard is
made. Game ranches can be distinguished by the experiences on offer
to the client - some have outstanding scenic beauty, some have a
selection of game species available for hunting, some have large
numbers of game, some have exceptionally challenging hunting
conditions, and some provide outstanding accommodation and service.
The image to be portrayed should be selected after due consideration
of the most outstanding aspect(s) of the hunting experience that the
hunting provider can offer the client. It is also essential to ensure that
the image chosen reflects a unique position that will appeal to
prospective clients.

The above discussion indicates that success in a progressively more
competitive hunting market will be achieved only by thorough strategic
and operational planning. Correctly positioning the organisation and its
products is an essential component of this process.
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2.18 THE PRODUCT DEVELOPMENT PROCESS

’In the new product world, little matters as long as you can satisfy the
consumer’ (Feig, 1993, p.ix). The same author stresses the important
role of the consumer in the new product development process, by
contending that all successful new products start and end with
consumers buying or wishing to buy something they want or need
(1993, p.5).  Products succeed because consumers find them superior,
cheaper, or distinctive (Urban, Hauser & Dholakia, 1987, p.3). The
needs of the hunter, therefore, should play a central role in the
development of products for the hunting market.

In 1.7.3 above, product development was defined as ascertaining the
attributes that target customers seek in products, and developing
products to meet the market requirements. This implies that the market
requirements must be known, and that the development of the required
products must be possible.

A second definition was suggested by Bean and Radford (2000, p.3)
implying that new product development consists of three critical
elements, namely strategic processes to specifically address the
effective management of product development assets, the selection of
a target market, and a structured product development process. This
definition implies that there are different levels at which the product
development process takes place. It also implies that there are different
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management levels that make inputs into, and oversee, the process.
Van Nest (1987, p.41-42) proposes a detailed process for the
development of new products, consisting of a planning, a development,
and an evaluation stage with a total of 20 steps involved in the process.

Moore and Pessemier (1993, p.95-96) contend that the first step in
product development is that there should be a strategy for the
development of a new product. This is then followed by an investigation
phase where a concept is developed that the market wants and the
company can produce. The next steps are to develop, test and
introduce the product. The importance of the consumer in the process
is stressed, and it is indicated that all stages of the product
development process should be tested with the consumers. Urban and
Hauser (1987, p.32) propose a five-step decision process for the
development of new products, consisting of opportunity identification,
design, testing, introduction, and profit management.

Burger (2001, p. 29) proposes a product development process as set
out in Figure 2.6.
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Figure 2.6. THE PRODUCT DEVELOPMENT PROCESS
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In Figure 2.6, the product development process starts with a protocol
statement. This is followed by a series of sophisticated steps, ending
with product adoption and innovation. It is suggested that a simpler
framework is required for the hunting industry.

Because of the important role played in product development and
positioning by the particular circumstances of the hunting industry,
discussed in the next chapter, and that of the hunting industry in the
Eastern Cape, discussed in chapters 4 and 5, the final conceptual
framework for product development in the hunting industry is only
considered at the end of chapter 5.


2.19 SUMMARY

This chapter dealt with the positioning concept. Hunting was firstly
investigated and it was concluded that hunting should be marketed as
an experience. The concept of positioning was investigated from
different angles in order to clearly illustrate what the concept entails
and what the complexity of the process is. The relationship between
positioning and value, segmentation, differentiation, marketing mix, and
competitive advantage was discussed. The importance of client needs
and the customisation of products based on needs were then
discussed, followed by an investigation into relationship management.
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The steps to be followed in positioning, as well as positioning
strategies, were explored. Errors that commonly occur in the
positioning process were discussed, as well as the option of
repositioning when the current positioning proves to be ineffective.
After thoroughly investigating positioning, a conceptual framework for
the process was developed. The chapter concluded with a
consideration of existing frameworks for product development. These
frameworks were investigated with a view to further refining and
developing a conceptual framework for product development in chapter
5.

In the next chapter, the hunting industry will be investigated from both a
national and provincial perspective. The size, economic importance
and market characteristics of the industry will be examined, with the
objective of investigating factors that may impact on product
development and positioning in the industry.
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CHAPTER 3

PARTICULAR CIRCUMSTANCES OF THE HUNTING INDUSTRY


3.1 INTRODUCTION

The conceptual framework for positioning developed in chapter 2, can only be
considered for application in die hunting industry if due cognizance is taken of
the particular circumstances applicable to this industry.   In this chapter these
circumstances are discussed by firstly considering an overview of the South
African hunting industry. The number of ranches and total area utilised, the
most important game species, the size and growth of the industry, the most
important problems and the greatest opportunities, are discussed. The hunting
industry in the Eastern Cape is studied with reference to the size and potential
of the industry, the area utilised for hunting, income generated from hunting
activities, game species hunted, and the most important role-players in the
hunting industry in the Eastern Cape. Finally, against the background of the
industry circumstances, conclusions are drawn concerning the factors to be
taken into account when applying the conceptual frameworks for product
development and positioning.
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3.2 THE SOUTH AFRICAN HUNTING INDUSTRY

The origin of the South African hunting industry dates back to 1945,
when the first game-proof fence was erected on private land in the
Dwaalboom area (Boerdery met groot toekoms, 1996). During this
period re-introduction of game also took place for the first time. Eland
were re-introduced and were transported to the area by means of a
mule wagon.  Although this could be regarded as the start of the game
industry in South Africa, it is generally accepted that the industry really
became established when, for the first time, during 1960 hunters
started paying for the opportunity to shoot game. (Smul gevaar van
surpluswild weg, 1999). Before 1960 no economic value was attached
to game, and family and friends were often invited to ranches for free
hunting trips. Hunting was considered merely as a recreational activity
to be enjoyed by anyone who had the time and the inclination to hunt.

Since its inception, the game industry in South Africa has shown
remarkable growth and development. South Africa can be regarded as
a world leader in the game-ranching industry, and is the only country in
the world where game-ranching is practised on the scale experienced
here.  As a result of sustainable utilisation practised by game ranchers,
game numbers have increased to the point that a market had to be
found for 425 000 excess game animals during 2001 (Baie wild – min
jagters, 2001).
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In the preface to its publication on game-ranch profitability (2002, p.i),
the ABSA group states that there are 5 000 game ranches and more
than 4 000 mixed game and stock ranches in South Africa. These
cover some 13% of the country’s total land area, compared with 5,8%
for all officially declared conservation areas, and 2,8 % for national
parks. Conroy, Paauw, Potgieter, Buys, Eloff and Du Plessis (1997, pp.
54 - 59) calculated the total land area used for some form of wildlife
utilisation in Southern Africa at 1 003 000 000 hectares, representing
20% of the total land area. At the time of their study, they also
estimated the gross annual income of the private game industry to be
in the region of R1000 million. Du Plessis, as quoted by Conroy et al.
estimated that during 1995 a total number of 120 000 local hunters
spent about R850 million on hunting. 

The South African hunting industry has a local and a foreign client
base. The local hunters hunt mainly for venison, and are often not very
concerned about the trophy status of the animal. They hunt mainly to
be in nature, for the hunting experience, and to test their hunting skills
(Nagel, Radder & van Niekerk, 2000). There are some South African
hunters who may be regarded as trophy hunters, but their numbers are
small in comparison to the local venison hunters.

Foreign hunters hunt mainly for trophies. This market is generally
regarded as a lucrative market because overseas clients are generally
prepared to pay high prices (in South African terms) to hunt trophy
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animals. The weak value of the rand compared to overseas currencies
makes it possible to charge relatively high prices in South African terms
for the game hunted. This market is also associated with luxury and
good facilities.

To get an overview of the South African hunting industry, a number of
relevant factors were investigated. To begin with, the number and size
of exempted game farms, as an indicator of the level of involvement in
the game industry, was investigated. See Table 3.1.

Table: 3.1. THE NUMBER AND SIZE OF EXEMPTED GAME
FARMS IN SOUTH AFRICA AS ON 1 AUGUST 2000

PROVINCE NUMBER OF
EXEMPTED
GAME FARMS
PERCENTAGE
OF TOTAL
NUMBER
TOTAL AREA OF
EXEMPTED GAME
FARMS (Ha)
PERCENTAGE
OF TOTAL
AREA
AVERAGE SIZE
OF EXEMPTED
FARMS (Ha)
Free State 180 3,56 147 743 1,425 820,79
Northern
Province
2 482 49,04 3 325 652 32,088 1 339,91
North West 340 6,72 364 935 3,521 1 073,34
Mpumalanga 205 4,05 276 016 2,663 1 346,42
Gauteng 72 1,42 82 076 0,792 1 139,94
Natal 90 1,78 168 841 1,629 1 876,01
Eastern Cape 624 12,33 881 633 8,507 1 412,87
Northern Cape  986 19,48 4 852 053 46,816 4 920,95
Western Cape 82 1,62 265 205 2,559 3 234,21
TOTAL 5 061 100 10 364 154 100 2047,847

Source: Eloff  (2001, p.78).
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From Table 3.1 it is concluded that game ranching has become a
significant form of land-use in South Africa. Although the extent to
which game ranching is practised may differ from province to province,
more than 10 million hectares are used for this purpose. This indicates
that game ranching has grown to such an extent that it has become an
important form of income generation from agricultural land.  In the
Northern Cape and the Northern Province, 46,8% and 32,1% of the
land respectively are exempted game farms, placing them in leading
positions in the game industry. It is clear that a significant amount of
land is used for game ranching. It can also be seen from Table 3.1 that
exempted game farms in the Eastern Cape occupied 881 633 hectares
of land. This represents 8,5% of the available land in the Eastern Cape
and makes it the province with the third largest area used for game
ranching. From a positioning perspective, it is important to note that the
Eastern Cape is a significant role-player in the game industry,
indicating that the hunting market in the Eastern Cape is relatively large
in South African terms.

A second factor that provides insight into the game industry is the
number of live game animals sold, the turnover achieved, and the
growth in sales compared to the previous year. These factors are
displayed in Table 3.2.
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Table 3.2. LIVE GAME SALES AT GAME AUCTIONS
YEAR TOTAL HEAD
OF GAME
SOLD
TURNOVER IN
RANDS (VAT
EXCLUDED)
% CHANGE COMPARED TO
TURNOVER OF PREVIOUS
YEAR
1991 8 292 R8 999 871
1992 9 546 R10 859 969 20,66%
1993 11 449 R11 732 596 8,04%
1994 11 096 R11 705 605 0,23% (-)
1995 9 171 R14 335 894 22,47%
1996 11 340 R26 559 557 85,26%
1997 12 077 R28 526 052 7,4%
1998 14 354 R40 017 946 40,29%
1999 15 455 R53 705 823 34,20%
2000 17 702 R62 960 451 17,23%

Source: Eloff  (2001, p.79).

Table 3.2 indicates that there has been a steady growth in both number
of animals sold at game auctions, and the turnover achieved. With the
exception of 1994, every year has shown a growth in turnover
compared to the previous year. The reasons for the slight decline in
turnover during 1994 is not known, but may have been the uncertainty
experienced during the political transition which suppressed
investments. It is possible that game ranchers were reluctant to invest
in game during the time of political uncertainty.
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Live game is mostly purchased to stock land to be used for game
ranching, and to introduce new species into an area. It can therefore be
deduced that the game industry is growing strongly in terms of both the
number of animals and the number of species on ranches. This has
implications for positioning, as it is indicative of a growing market, and
probably also of growing competition within the market.

The income generated by the game industry is an indication of the
importance of the industry to the economy. An estimation of the income
of the industry is provided in Table 3.3.

Table 3.3. ESTIMATION OF THE GROSS INCOME OF THE GAME
INDUSTRY IN 2000
ACTIVITY INCOME GENERATED
Biltong hunters  R 450 million
Trophy hunters  R 153 million
Live game sales  R180 million
Eco-tourism R 40 million
Venison sales R 20 million
TOTAL R843 million
 
Source: Eloff  (2001, p.83)

It can be seen from Table 3.3 that foreign hunters are a valuable
source of revenue for South Africa, but it should be noted that, by the
year 2000, local hunters still generated about three times as much
income for the industry as foreign hunters. It should also be noted that
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foreign hunters are mostly trophy hunters, whereas the local hunters
hunt mainly for venison and also hunt females and sub-adult animals. It
is essential that a certain number of these animals should be removed
from the population, to ensure that an optimum population structure is
maintained. From a positioning perspective, it should be noted that
specific market niches are identified. The first step in the positioning
process is to study the characteristics of the market, and to then select
a market segment that will be targeted. 

From Table 3.3 it can be seen that the combined income from trophy
and biltong hunting in the year 2000 was R603 million. This was by far
the most important income-generating activity, followed by live game
sales. The value of R180 million for live game sales is not the same as
the income of about R63 million indicated in Table 3.2 for game sold at
game auctions. This is because live game sales do not take place only
at game auctions, but there are also private transactions. The value of
R180 million is an estimate of the total sales of live game.

The income derived from eco-tourism and venison sales are very low
compared to the other income-generating activities in the industry. The
possibility exists that much more income could be generated from
venison sales and tourism if new products and new markets were
developed, existing markets were developed further, or repositioning
took place. This is especially true for the local meat market, which has
the potential to produce a significant income if South African
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consumers could be persuaded to consume more venison. The quality
of venison is considered to be excellent and it has outstanding health
qualities (Jansen van Rensburg, 2001, p.198; Van Zyl and Ferreira,
2001, p.210). In addition, venison is organically produced. It could be
argued that these attributes should be used as part of the marketing
strategy to position game products and develop the local market for
venison. Cropping for the venison market, and the whole value chain
for venison from the ranch to the end consumer, create positioning
possibilities in the game industry.

The hunting statistics in respect of foreign hunters is examined next.
Table 3.4 supplies statistics per province for the three leading
provinces on the numbers of active hunting outfitters, active
professional hunters, clients, the total number of animals hunted, the
total hunting days, and the average length of the hunts.
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Table 3.4. HUNTING STATISTICS FOR THE THREE LEADING
PROVINCES FOR THE PERIOD 1 NOVEMBER 1999 TO 31
OCTOBER 2000

PROVINCE EC* NC* NP*
ACTIVE HUNTING OUTFITTERS 91 77 334
ACTIVE PROFESSIONAL HUNTERS 187 215 463
CLIENTS 1 002 452 941
TOTAL ANIMALS 7 915 3 552 4 666
ANIMALS/CLIENT 7,90 7,86 4,96
CLIENTS/HUNTING OUTFITTER 11,01 5,87 2, 2
CLIENTS/PROFESSIONAL HUNTER 5,36 2,1 2,03
TOTAL HUNTING DAYS 9 223 3 729 9 900
AVERAGE LENGTH OF HUNT 9,2 8,25 10,52
COMPLAINTS INVESTIGATED 3 11 67
                       
* (EC = Eastern Cape, NC = Northern Cape, NP =
 Northern Province)                                                                         
Source: East Cape Game Management Association (2001, p.)

The statistics supplied in Table 3.4 provide an overview of the extent of
hunting activity by foreign hunters for the three leading provinces, in
terms of number of animals hunted. It can be seen that there were a
number of role-players who rendered services to clients. It can also be
seen that the Eastern Cape was the leading destination in the country
for foreign hunters in terms of the number of animals hunted.
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The overview supplied for the game and hunting industries in South
Africa indicates that not only are these industries growing strongly, but
also that they have grown to the point where they make a significant
contribution to economic activities on ranches, and therefore deserve
careful attention regarding positioning.


3.3 THE HUNTING INDUSTRY IN THE EASTERN CAPE

Taking into account the natural plant and animal resources in the
Eastern Cape, it can be argued that this province has the potential to
become the mecca of hunting in South Africa. Five of the six
ecosystems found in South Africa, are present in the Eastern Cape,
making it possible to successfully accommodate 30 different game
species. It is therefore not surprising that hunting in this area has grown
to a multi-million rand industry. The value of trophy and venison hunting
alone is estimated at approximately R100 million per annum, and the
industry has been growing at a rate of 30% to 40% per annum
(Akkreditering van die jagbedryf bepleit, 1999).

Detailed statistics regarding the numbers and main hunting activities of
overseas hunters are available from the Directorate of Nature
Conservation of the Department of Economic Affairs, Environment and
Tourism of the Province of the Eastern Cape. The researcher,
however, encountered major problems regarding information on the
numbers and main activities of local hunters. The hunting licence
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system that provided some information on the number of hunters and
the number and species of animals hunted, was not operational at the
time of this study. During the pre-testing stage of administering the
questionnaire, it was learnt that some game ranchers would be
reluctant to supply information on their hunting activities. Many
ranchers receive cash payment from hunters and are unwilling to
disclose figures for fear of prosecution resulting from tax evasion.  It
was therefore decided to include a number of questions in the
questionnaire regarding game numbers, hunting activities, number of
animals hunted, number of animals harvested, number of animals
captured, and number of animals used for other purposes. It was
hoped that these figures would provide insights into the real size and
potential of the game and hunting industries in the Eastern Cape. The
results of this component of the study are provided in chapter 4.


3.3.1 GAME NUMBERS

A survey of the abundance and distribution of game in the Eastern
Cape was conducted by Buys and Pauw (1991, pp 134 - 138). The
total area owned by respondents was 543 936 hectares, and 25 game
species were recorded on the properties. The estimated game
numbers are provided in Table 3.5.
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Table 3.5. THE DISTRIBUTION, ESTIMATED GAME NUMBERS
AND AREA COVERED BY THE MOST COMMON GAME
SPECIES IN THE EASTERN CAPE, 1991

SPECIES  NUMBER OF
RANCHES
TOTAL
AREA
ESTIMATED
GAME NUMBERS
Mountain Reedbuck 93 228 476 5 742
Bushbuck 142 215 300 4 049
Springbok 79 219 964 3 967
Kudu 57 149 764 3 162
Blesbok 77 182 263 2 060
Grey Rhebok 75 157 449 1 844
Impala 19 68 311 808
Fallow deer 16 47 230 498

Source: Adapted from Buys and Pauw (1991, p.138)

The study area covered in the study by Buys and Pauw did not fully
correspond to the area covered by the present study. The following
magisterial districts were covered in the study by Buys and Pauw:
Adelaide, Albany, Alexandria, Aliwal North, Barkly east, Bathurst,
Beaufort, Bedford, Cathcart, East London, Elliot, Humansdorp, Hankey,
Indwe, Kirkwood, Komga, King William’s Town, Lady Grey, Maclear,
Molteno, Port Elizabeth, Queenstown, Sterkstroom, Stutterheim,
Tarkastad, Uitenhage and Wodehouse. When compared to the area
covered by the present study (see Table 4.2), it can be seen that the
areas differ regarding a number of magisterial districts that have been
included or excluded from the areas covered by the respective studies.
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The main differences in areas covered are, firstly, that in the study by
Buys and Pauw, the coastal areas were included, while these areas
were excluded in the present study. The reasons for excluding the
coastal areas from the present study area were provided in 1.5.6. The
second main difference in study areas is that a number of magisterial
districts that form part of the Karoo area were excluded by Buys and
Pauw, but included in the present study. These magisterial districts are:
Cradock, Graaff-Reinet, Jansenville, Middelburg, Pearston, Somerset
East, Steynsburg, Steytlerville and Willowmore. As can be seen from
Table 4.2, a large percentage (43,1%) of the respondents in the
present study were active in these magisterial districts. It can therefore
be argued that these areas are important game producing areas.

The fact that different study areas were covered by the two studies
probably resulted in inconsistencies in game numbers recorded. The
fact that the study by Buys and Pauw provided the only information that
could be sourced regarding detailed game numbers for the Eastern
Cape, underlines the contribution that the present study can make to
establish reliable information on game numbers.

The game numbers provided by Buys and Pauw were relatively
outdated, as the study was carried out as long ago as 1991, but more
recent figures could not be sourced. The research by Buys and Pauw
was conducted under the banner of the Game Production Unit of the
Department of Agricultural Development. The reason for the lack of
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more recent information could possibly be found in a lack of funding
and capacity problems experienced by the Department of Agriculture.


3.3.2 ACTIVITIES OF FOREIGN HUNTERS

The hunting statistics for South Africa have already briefly been
discussed in 3.2 above, but are now also considered from an Eastern
Cape perspective. Table 3.6 provides an overview of the hunting
activities per province in South Africa.
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Table 3.6. HUNTING STATISTICS FOR SOUTH AFRICA FOR THE
PERIOD 1 NOVEMBER 1999 TO 31 OCTOBER 2000

Source: East Cape Game Management Association (2001, p.
* WC = Western Cape; EC = Eastern Cape; NC = Northern Cape; FS =
Free State; KZN = KwaZulu Natal; NW = North West; GT = Gauteng;
NP = Northern Province; MP = Mpumalanga.

** Hunting outfitter

*** Professional hunter


The figures in Table 3.6 indicate that in the year 2000 the Eastern
Cape was a major role-player in the hunting industry in South Africa.
Regarding the number of exempted game farms, the Eastern Cape had
the third most farms exempted after the Northern Province and the
Northern Cape. It also had the third largest total area utilised for game
ranching. Although only the third largest role-player regarding the
criteria quoted above, the Eastern Cape was the most preferred
PROVINCE WC*  EC* NC* FS* KZN* NW* GT* NP* MP* TOTAL
ACTIVE HO’S** 43 91 77 240 123 71 22 334 52 1 053
ACTIVE PH’S*** 77 187 215 240 365 206 192 463 175 2 120
CLIENTS 53 1 002 452 505 366 457 49 941 195 4 020
TOTAL ANIMALS 221 7 915 3 552  2 017  1 914  2 126  191 4 666 686 23 378
ANIMALS/CLIENT 4,17  7,90 7,86 4,17 5,23 4,65 3,9 4,96 3,52 5,82
CLIENTS/HO 1,23  11,01 5,87 2,1 2,98 6,44 2,23 2,82 3,75 3,82
CLIENTS/PH 0,69  5,36 2,1 2,1 1 2,22 0,26 2,03 1,11 1,9
TOTAL HUNTING
DAYS
295 9 223 3 729  2 338  2 529  2 952  208 9 900 1 478  32 652
AVERAGE LENGTH
OF HUNT
5,57  9,2 8,25 4,63 6,91 6,46 4,24 10,52 7,58 8,12
COMPLAINTS
INVESTIGATED
2 3 11 6 5 6 21 67 20 141
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destination for overseas hunters. A total of 1 002 foreign hunters visited
the Eastern Cape in the period 1 November 1999 to 31 October 2000,
and a total of 7 915 animals were hunted. During the 2001/2002
hunting season a total of 1308 foreign hunters visited the Eastern Cape
and a total of 9802 animals were hunted. This placed the Eastern Cape
in the number one position in South Africa regarding the criteria
mentioned above. The average length of the hunt in the Eastern Cape
was 9,2 days as compared to 10,52 days in the Northern Province. The
fractionally shorter stay in the Eastern Cape as compared to the
Northern Province resulted in 9 223 hunting days spent in the Eastern
Cape as compared to 9 900 in the Northern Province. Although these
two provinces are comparable in terms of the hunting days spent in the
province, it is noteworthy that far fewer complaints were received from
hunters who hunted in the Eastern Cape. This may possibly be
attributed to the fact that hunting providers and service providers in the
Eastern Cape rendered a more satisfactory service to clients.

From the figures shown in Table 3.6, it is clear that the Eastern Cape
has become an important stakeholder in the game and hunting
industries in South Africa. The fact that the Eastern Cape is a leader in
the hunting industry creates opportunities for hunting providers to
position themselves for growth and development in this market.

The contribution that foreign hunters have made to the economy of the
Eastern Cape can be seen in Table 3.7.
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Table 3.7. FOREIGN HUNTERS: ECONOMIC STATISTICS FOR
THE PERIOD 1 NOVEMBER 2001 TO 31 OCTOBER 2002

INCOME DIRECTLY RELATED TO HUNTING DOLLAR VALUE RAND VALUE
1.        9802 animals hunted:
           Total value ($):
           Total Value (1$ = R10):

$ 5 366 535



R 53 665 350
2.       Daily rates (Hunting clients) [11903 days]
Total Value ($ 350/day):
Total Value (1$ = R10):


$ 4 166 050



R 41 660 500
3.        Daily rates

(non-hunting clients) [1785days]:
Total value ($ 200/day):
Total Value (1$ = R10):


$    357 000




R   3 570 000
Subtotal  R 98 895 850
4.         INTERACTION WITH BUSINESS SECTOR

4.1      South African Airways

R 17 562 701
4.2       Car Hire  R   1 730 620
4.3        Hotel Accommodation  R   1 730 620
4.4        Taxidermy   R   9 756 045
4.5        Tips (staff)  R   4 740 396
4.6        Fishing and Touring  R      987 582
4.7        Curios/shopping  R   2 157 632
4.8        Venison  R      877 393
             Subtotal  R 39 542 989
TOTAL  R 138 438 839

Source: Department of Economic Affairs, Environment and Tourism (2002)
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Table 3.7 indicates that the foreign hunting industry has become a
significant contributor towards the economy of the Eastern Cape, with a
direct income in excess of R98 million and an indirect income of more
than R39 million during 2002. If the industry maintains its strong
growth, it can be expected that the contribution to the economy of this
area will increase further. In chapter 4 it can be seen that the value of
the animals utilised in the Eastern Cape exceeds R168 million. This
figure excludes accommodation, day fees, or any other related income.

To give an indication of the countries of origin of foreign hunters who
visited the Eastern Cape in 2002, the ten most important countries are
listed in Table 3.8.
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Table 3.8. MOST IMPORTANT COUNTRIES OF ORIGIN AND HUNTING
ACTIVITIES OF FOREIGN HUNTERS VISITING THE
EASTERN CAPE FROM 1 NOVEMBER 2001 TO 31 OCTOBER
2002

COUNTRY TOTAL DAYS
OF STAY
NUMBER OF
SPECIES
HUNTED
NUMBER OF
ANIMALS HUNTED
TOTAL NUMBER
OF VISITORS
Belgium 232 22 224 42
Canada 143 22 103 15
Denmark 113 28 87 17
France 176 23 126 25
Germany 280 32 175 41
Norway 249 19 128 28
Russian Federation 122 24 97 17
Spain 1087 43 1199 115
United Kingdom 134 25 82 18
USA 8483 76 6926 876
TOTAL 9223  7915 1002

Source: Department of Economic Affairs, Environment and Tourism (2002)

Foreign hunters from 32 different countries visited the Eastern Cape
during the 2001/2002 hunting season. The United States of America
was by far the most important country of origin of foreign hunters
visiting the Eastern Cape, with 876 hunters visiting the province in
2001/2002.  Spain was also an important source of foreign hunters,
with 115 hunters visiting the province during the same period. Although
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relatively small numbers came from other countries, they could become
an important client base if successful marketing could be carried out.

The numbers of the ten most popular game species hunted by foreign
hunters and the income derived from these activities are shown in
Table 3.9.

Table 3.9. TEN MOST POPULAR SPECIES (BY NUMBERS) HUNTED BY
FOREIGN HUNTERS IN THE PERIOD 1 NOVEMBER 2001 TO
31 OCTOBER 2002

SPECIES TOTAL
NUMBER
UNIT PRICE ($) TOTAL INCOME
($)
TOTAL INCOME
(R)
Springbok 1 162 200 232 400 1 324 000
Kudu (East Cape) 895 900 805 500 8 055 000
Impala (Southern) 796 300 238 800 2 388 000
Blesbok (Common) 779 350 272 650 2 276 500
Bushbuck (Cape) 624 450 280 800 2 808 000
Warthog 569 300 170 700 1 707 000
Gemsbok 521 900 468 900 4 689 000
Reedbuck (Mountain)  469 300 140 700 1 407 000
Wildebeest (Black) 407 850 345 950 3 459 500
Duiker (Common) 369 200 73 600 736 000

Source:  Department of Economic Affairs, Environment and Tourism (2002)

It can be seen from Table 4.4 below, that springbok, kudu and blesbok
are amongst the most abundant game species found in the Eastern
Cape. The figures in Table 3.9 suggest that the more abundant species
found in the Eastern Cape were also the most important species (by
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numbers) hunted by foreign hunters there. It seems that foreign hunters
take the opportunity of hunting not only the scarcer species found in the
Eastern Cape, but also more abundant game species that are on offer.

The ten species that generate the most income from foreign hunters
visiting the Eastern Cape are listed in Table 3.10.

Table 3.10. TEN MOST IMPORTANT SPECIES (INCOME GENERATED)
HUNTED BY FOREIGN HUNTERS IN THE EASTERN CAPE
FROM 1 NOVEMBER 2001 TO 31 OCTOBER 2002

SPECIES NUMBER
HUNTED
UNIT PRICE ($) TOTAL INCOME
($)
TOTAL INCOME
(R) *
Kudu (East Cape) 895 900 805 500 8 055 000
Gemsbok 521 900 488 900 4 689 000
Wildebeest (Black) 407 850 345 950 3 459 500
Zebra (Burchells) 281 1 200 337 200 3 372 000
Bushbuck (Cape) 624 450 280 800 2 808 000
Blesbok (Common) 779 350 272 650 2 726 500
Impala (Southern) 796 300 238 800 2 388 000
Eland (Cape) 148 1 600 236 800 2 368 000
Springbok 1 162 200 232 400 2 324 000
Wildebeest (Blue) 246 900 221 400 2 214 000

1US$ = R10
Source:  Department of Economic Affairs, Environment and Tourism (2002)

Although more springbok than animals of any of the other game
species were hunted by foreign hunters in the Eastern Cape during
2001/2002, kudu yielded the highest income. It is also significant to
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note that a number of species that had been re-introduced to game
ranches in the Eastern Cape, were amongst the top earners of revenue
from foreign hunters. From a product development perspective, it is
important to take cognizance of the fact that specie variety available for
hunting may be an important consideration for foreign hunters.


3.4 GAME ORGANISATIONS IN THE EASTERN CAPE

According to the chief executive officer of the East Cape Game
Management Association, there are three organisations involved with
hunting in the Eastern Cape, namely the East Cape Game
Management Association, The East Cape Hunting and Conservation
Association, and the Border Hunting Club (Le Roux, personal
communication, March 19, 2002).  For the sake of completeness, the
activities of these organisations are briefly discussed.

The Border Hunting Club serves the needs of its members in the
Border region of the Eastern Cape. Their membership has declined to
about 40 members in 2001, and it seems that they may not be playing
a major role in the hunting industry in the future.

The East Cape Hunting and Conservation Association has about 140
members, and they also serve the needs of hunters and
conservationists in the Border region. This area has its own culture
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regarding wildlife, and this association plays a role in satisfying these
specific needs. Their head office is in East London and they are
affiliated to the East Cape Game Management Association, with whom
they have a good working relationship.

The East Cape Game Management Association was established in
1980 and is the largest organisation serving the needs of hunters in the
Eastern Cape. It is the only integrated organisation of its kind in the
country, serving the needs of recreational hunters, professional
hunters, outfitters, game ranchers, taxidermists, and conservationists
alike. The East Cape Game Management Association performs the
following main functions on behalf of its 740 members:
• Assistance with the trade in live game through a full-time field officer
appointed for this purpose;
• Arrangement of game auctions;
• Advice to new participants in the industry;
• Representation at various forums and on a number of bodies like
local government, the tourism board, the Professional Hunters’
Association of South Africa, the Confederation of Hunters’
Associations of South Africa, and the Eastern Province Agricultural
Union;
• The offering of training courses such as junior, senior and advanced
senior hunters’ courses, and game guides courses; and
• The arrangement of annual workshops in August.
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The East Cape Game Management Association is affiliated with a
number of bodies, including the Professional Hunting Association of
South Africa, the Confederation of Hunters’ Associations of South
Africa, the South African Game Ranchers’ Association, Agri Eastern
Cape, and the Wildlife and Environmental Society.


3.5 CONCLUSIONS CONCERNING PARTICULAR CIRCUMSTANCES
OF THE HUNTING INDUSTRY IN THE EASTERN CAPE

The Eastern Cape is the leading province in terms of the number of
foreign hunters who visit the province. The hunting market in the
Eastern Cape is therefore relatively large in South African terms. This,
together with the fact that the game and hunting industries of South
Africa have grown into impressive economic sectors, creates a major
attraction for foreign hunters, tourists, and other visitors. Furthermore
the market has been growing strongly, creating opportunities for
hunting providers to position themselves for growth and development,
but it should be noted that the competition in the hunting market will
probably also grow.

A number of market segments can be identified within the hunting
market in the Eastern Cape. This gives hunting providers opportunities
to select a market segment for exploitation, and the opportunity to
position themselves for a competitive advantage within the chosen
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market. It should, however, also be pointed out that each market
segment has its own requirements regarding facilities and
infrastructure. Hunting providers should therefore carefully consider the
needs of the target segment before deciding on a position in the
chosen market.

There are a number of organisations that render a service to the
hunting industry nationally and in the Eastern Cape. These
organisations perform functions that impact on positioning and product
development. They contribute to a supportive infrastructure for
sustainable development, and also for quality assurance. Important
opportunities therefore exist for hunting providers to make use of the
assistance of these organisations in positioning and product
development issues.


3.5 SUMMARY

The hunting industries in South Africa and in the Eastern Cape were
discussed in this chapter. It was pointed out that these industries have
shown remarkable growth over the past 40 years, and that they are
now important contributors to the national and local economies.  During
2001/2002, foreign hunters spent in excess of R 98 million on activities
directly related to hunting.  It was also seen that nationally the Eastern
Cape is one of the major role-players in the hunting industry. During
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1999/2000 more foreign hunters visited the Eastern Cape than any
other province in South Africa. This trend continued and during the
2001/2002 hunting season a total of 1308 hunting clients visited the
Eastern Cape. Organisations involved with the game and hunting
industries were discussed, and the services that they render were
examined. It was found that these organisations assist hunting
providers in a number of ways, and render services that impact on
product development and positioning.

In the next chapter the results of the questionnaire that was mailed to
ranchers will be given and discussed. Primary information on the
profiles of the Eastern Cape game and hunting industries will be
presented, while the hunting products on offer in the Eastern Cape will
also be discussed.











CHAPTER 4
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PRIMARY INFORMATION ON EASTERN CAPE  HUNTING
INDUSTRY PROFILES AND HUNTING PRODUCTS


4.1 INTRODUCTION

In this chapter responses to the questionnaire mailed to ranchers are
discussed. The mailed questionnaire was utilised to further assist with
solving sub-problems 2 and 3. Sub-problem 2, namely What are the
profiles of the game and the hunting industries in the Eastern Cape? is
solved by the responses to questions in the questionnaire that provide
total game numbers in the Eastern Cape and also numbers of game
utilised for various purposes. Responses to questions in the mailed
questionnaire to ranchers also provide answers to sub-problem 3 –
What hunting products are available in the Eastern Cape?.


4.2 RESULTS OF THE MAILED QUESTIONNAIRE

Section A of the questionnaire dealt with general information, while
Section B dealt with information pertaining specifically to the hunting
industry. The results obtained from this component of the empirical
study will now be discussed.
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4.2.1 SECTION A OF THE QUESTIONNAIRE

In total, 458 ranchers responded to question 1, which dealt with the
business form of the ranch. The results are displayed in Table 4.1.

Table 4.1. BUSINESS FORMS OF RANCHES
BUSINESS FORM n %
One man business 359 79
Partnership 75 16
Closed Corporation 14 3
Company 6 1
Trust 3 1

It is significant that the greatest number of game ranchers were in the
hands of private landowners who ran their enterprises as one-man
businesses. At this point in time big company ranches were not
significant stakeholders in the game industry in the Eastern Cape. The
hunting industry in the Eastern Cape therefore comprised a large
number of relatively small stakeholders who utilised the game on their
ranches as a form of income generation. The future of the game
industry in the Eastern Cape rests with these individuals. If the game
on their ranches is utilised in a sustainable manner, the future of the
industry is safe. The opposite holds true if, on the other hand,
resources are over-exploited.

Question 2 dealt with the magisterial districts where ranches were
situated. The study area covered 27 magisterial districts that were
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deemed to be the main game-producing areas in the Eastern Cape.
The magisterial districts and number of respondents per magisterial
district are listed in Table 4.2.

Table 4.2. NUMBER OF RESPONDENTS PER MAGISTERIAL DISTRICT

MAGISTERIAL DISTRICT NUMBER OF
RESPONDENTS
% OF TOTAL
Aberdeen 9 1,9
Adelaide 19 4
Alexandria 19 4
Aliwal-North (Jamestown) 12 2,6
Bedford 22 4,7
Burgersdorp 11 2,3
Cathcart 19 4
Cradock 27 5,7
Fort-Beaufort 6 1,3
Graaff-Reinet 35 7,4
Grahamstown 43 9,1
Hofmeyr 9 1,9
Jansenville 36 7,7
Kirkwood 10 2,1
Middelburg 25 5,3
Molteno 10 2,1
Pearston 9 1,9
Queenstown 12 2,6
Somerset-East 16 3,4
Sterkstroom 8 1,7
Steynsburg 23 4,9
Steytlerville 19 4
Stutterheim 19 4
Tarkastad 22 4,7
Uitenhage 12 2,6
Venterstad 5 1,1
Willowmore 13 2,8


The size of ranches was examined in question 3. The size (in hectares)
ranged from as small as 6 hectares to as large as 28 835 hectares. The
average size of ranches was 3 564 hectares. No game was present on
 127
the ranches of a number of respondents. The reason is that there were
a number of irrigation farms and smallholdings in the game-producing
areas. Although these farms and smallholdings were not game-
producing, questionnaires were mailed to them, as there was no way to
identify them before mailing the questionnaire. This accounts for the
very small areas (like 6 hectares) that made up part of the response.
These responses were also not excluded after receipt, as only the first
5 questions of section A of the questionnaire would be completed by
respondents who did not have game on their ranches. It was felt that
these questions dealt with business-type, magisterial-district, total area
of ranch and main farming activity, and would therefore not have a
significant influence on the findings.

The average size of 3 564 hectares per ranch was to be expected in an
extensive farming area situated in a relatively dry part of the country. It
can be argued that, from the perspective of hunters, relatively large
ranches would be regarded as a benefit as they would allow for a
feeling of freedom and isolation. They would also allow for a significant
amount of hunting that could take place on the ranch without hunting in
the same area more than once.

Responses to question 4 provided information on the main farming
activities practised on ranches. According to Table 4.3, a total of 464
respondents were engaged in eleven different types of farming
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activities. Some respondents did not have a single main farming
activity, but a combination of two or more main enterprises.

 Table 4.3. MAIN FARMING ACTIVITIES OF RESPONDENTS

FARMING
ACTIVITY
RESPONDENTS PERCENTAGE
Wool 300 65
Beef 241 52
Mohair 164 35
Mutton 91 20
Plant Production 27 6
Game 26 6
Dairy 22 5
Ostriches 13 3
Boergoats 5 1
Lucerne 5 1
Poultry 4 1

It is evident from the Table that the main game production areas in the
Eastern Cape coincided with extensive sheep, beef and goat farming.
Although the game industry had shown remarkable growth, it still
remained, at the time of this study, the main farming activity in the case
of only 6% of the respondents. This finding was supported by the
results of question 21, which showed that 73,7% of the respondents
derived less than 10% of their total income from hunting activities.

In question 5, respondents were asked to indicate whether they had
game on their ranches or not.  A total of 432 respondents (92,3%)
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indicated that they did have game on their ranches, while 36 (7,7%)
indicated that they did not. It was concluded that the respondents not
having game on their ranches were individuals who were involved in
farming activities like dairy farming, poultry farming and plant
production, where the ranches were either too small for game
production or the vegetation had been cleared for other forms of land
use. Respondents who indicated that they did have game on their
ranches were requested to proceed with question 6 of the
questionnaire.

Question 6 dealt with ranches that were game-fenced. Of those
respondents who had game on their ranches, 64 (14,8%) had their
farms either partly or totally game-fenced. The average fenced area per
respondent was 2 875 hectares, including areas ranging from as small
as 80 hectares to areas as large as 12 000 hectares. Although
ranchers erect new game fences on an ongoing basis, a relatively
small proportion of ranches have been game-fenced. This has
significant implications for hunting activities, mainly regarding the time-
span available for hunting. Hunting is allowed outside the hunting
season only on exempted ranches that meet the fencing requirements
as laid down for the specific province. This means that a large
percentage of hunting providers can hunt for only two or three months
of the year. This leads to an excessive amount of hunting activity
during the winter months, resulting in a large inflow of venison during
that period and shortages during the remainder of the year. A more
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even supply of venison throughout the year would result not only in
greater demand, but also in increased average prices for game. From a
positioning perspective, a competitive advantage could be gained by
making hunting products available throughout the year.

Game numbers were examined in question 7 of the questionnaire.
Respondents were asked to provide the numbers of animals of each
game species present on their ranches. They were also asked to
indicate whether the numbers were obtained by means of a game
count or not, and then to indicate how accurate the figures were, in
their opinion. Seventeen game species were listed as part of the
question, but an optional ’other’ was also provided where species not
listed, but present on ranches, could be added. Respondents added
another 18 species to the list, bringing the total number of species
listed to 35. A total of 401 ranchers responded to the question. The
large number of hunting products on offer give rise to a wide variety of
hunting products on offer which could significantly influence the
positioning question to be considered in chapter 6.

In Table 4.4, the game numbers supplied by respondents were
extrapolated for the whole of the Eastern Cape. This was done by
multiplying the total figures supplied by respondents by a factor of 8,81.
This was calculated as follows:
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In question 3 of Section A of the questionnaire, respondents were
asked to indicate the total area (in hectares) of their ranches. The
ranchers who responded to the question numbered 462. The average
size of their ranches was 3 564.03 hectares, bringing the total area
represented by respondents to 1 646 582 hectares. The total area of
the Eastern Cape as supplied by the Municipal Demarcation Board is
14 507 700 hectares (145077,1856 square kilometres). The response
therefore represents 11,35% of the total area of the Eastern Cape.  All
game numbers were then multiplied by a factor of 8,81 (14 507 700
hectares divided by 1 646 581,8 hectares).

 The responses to this question are provided in Table 4.4.
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Table 4.4. GAME NUMBERS IN THE EASTERN CAPE





From Table 4.4 it is concluded that three game species, namely
springbok, mountain reedbuck and kudu, were present in significantly
GAME
COUNT
ACCURACYSPECIE NUMBER OF
RESPONDENTS
GAME
NUMBERS
EXTRA-
POLATED
NUMBER YES NO 0 –
25%
26 –
50%
51 –
75%
76 –
100%
1.   Kudu 231 18077 159 258 39 192 17 56 109 56
2.   Springbok 238 32501 286 334 168 70 10 6 40 185
3.   Blesbok 148 7322 64 507 117 31 6 0 15 123
4.   Mountain  Reedbuck  181 22697 199 960 29 152 12 51 102 29
5.   Warthog 50 2502 22 043 4 46 5 16 25 8
6.   Oryx (Gemsbok) 33 541 4 766 27 6 1 0 2 28
7.   Black Wildebeest 50 1728 15 224 42 8 2 0 1 48
8.   Impala 71 5638 49 671 42 29 5 5 22 43
9.   Bushbuck 87 5004 44 085 7 80 12 29 35 13
10. Bontebok 13 253 2 229 8 5 1 1 2 7
11. Eland 21 581 5 118 18 3 0 0 0 20
12. Blue Wildebeest  15 658 5 797 12 3 0 0 2 14
13. Nyala 11 293 2 581 5 6 3 0 2 7
14. Fallow Deer 61 4211 37 099 14 47 3 15 24 20
15. Lechwe 11 401 3 533 6 5 1 1 1 6
16. Waterbuck 6 96 846 4 2 0 0 1 6
17. Sable Antelope 2 20 176 1 1 0 0 0 1
18. Steenbuck 94 6989 61573 10 84 13 35 50 8
19. Duiker 105 7587 66 841 8 97 16 39 52 10
20. Grysbok 21 1167 10 281 1 20 2 11 10 2
21. Grey Rhebok 31 1323 11 656 7 24 3 9 19 5
22. White springbok 7 213 1 877 6 1 0 0 1 6
23.Black springbok 15 694 6 114 12 3 0 1 2 11
24. Wild pigs 18 449 3 956 1 16 2 10 6 0
25. Blue duiker 10 217 1 918 0 10 0 6 4 0
26. Zebra 16 425 3 744 13 0 1 0 2 10
27. Giraffe 1 14 123 16 2 0 0 0 1
28. Red Hartebeest 20 445 3 920 4 0 2 1 1 13
29. White blesbok 4 217 1 912 4 0 0 0 0 4
30. Reedbuck 2 24 211 1 0 0 0 0 1
31. Klipspringers 24 485 4 273 8 120 1 7 8 4
32. Wild ostrich 1 38 335 1 0 0 0 0 1
33. Mountain zebra 0 0 0     
34. Barbary sheep 1 80 705     
35. White rhinoceros 1 2 18     
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higher numbers than any of the other game species in the Eastern
Cape. Other species with significant numbers included blesbok,
common duiker, steenbok, bushbuck, impala and fallow deer. The
numbers of the other species listed were relatively low.

There may be inconsistencies in the data on numbers provided for
bushbuck, grysbok, duiker and steenbok. The study area excluded the
coastal areas where bushbuck are normally plentiful. It is therefore
possible that the number of bushbuck in the Eastern Cape may be
significantly higher than the number listed in Table 4.4. This may also
be true for species like grysbok. The second reason for inconsistencies
may be that common duiker and steenbok were not listed in the
questionnaire. Respondents had to add the names of these species
under the ’other’ option.  It is possible that this was not done by some
of the respondents. The numbers of steenbok and duiker could
therefore also be significantly higher than the numbers listed. The
same argument holds true for the utilisation of duiker and steenbok.
Their utilisation, and therefore the income generated by the two
species, may also be significantly higher than the findings in this study.

For the purpose of considering a niche market as a possible positioning
strategy, it appears significant that a number of the species with
relatively low numbers generated significant income from foreign
hunters. As was shown in Table 3.10, oryx (gemsbok), black
wildebeest and Burchell’s zebra respectively generated the second,
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third and fourth largest income from foreign hunters after kudu, while
eland generated the eighth-most revenue from this source. It is
therefore evident that the scarcer species fetched much higher prices
than the more abundant species. The numbers of the ten most popular
species of game hunted by foreign hunters was listed in Table 3.9.
These numbers indicate that scarce species were hunted mostly by
foreign hunters, while local hunters played a significant part in hunting
the more abundant species.

Question 8 dealt with the utilisation of game. Information was
requested on the number of animals shot by hunters annually, number
of animals captured annually, number of animals cropped annually, and
number of animals utilised for other purposes. Game may be utilised in
a consumptive or non-consumptive manner. Consumptive utilisation
implies that the animals are killed, by hunting or cropping. The products
of this form of consumption are trophies, meat, skins, and by-products.

Non-consumptive utilisation of game implies that animals will not be
killed, but will be used as an attraction to generate funds indirectly from
activities like live game sales, tourism and photography.  The result of
non-consumptive utilisation without any management intervention will
eventually be that animals will also be killed, whether by predators,
disease or starvation.
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This study dealt with hunting, which is a consumptive form of utilisation,
but as part of the overview of the game industry in the Eastern Cape,
other forms of utilisation were also briefly investigated. In Table 4.5,
figures are provided for the numbers of game annually hunted,
captured, cropped and utilised for other purposes.  
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Table 4.5. UTILISATION OF GAME IN THE STUDY AREA



SPECIE NUMBER
HUNTED
NUMBER
CAPTURED
NUMBER
CROPPED
NUMBER
USED FOR
OTHER
PURPOSES
TOTAL
1.  Kudu 1882 11 737 53 2683
2.   Springbok 6090 635 5609 340 12674
3.   Blesbok 1104 291 340 45 1780
4.   Mountain  Reedbuck 1777 94 571 193 2635
5.   Warthog 234 0 219 23 476
6.   Oryx (Gemsbok) 64 8 8 0 80
7.   Black Wildebeest 155 60 11 0 226
8.   Impala 491 60 231 8 790
9.   Bushbuck 276 95 68 0 439
10. Bontebok 19 4 0 0 23
11. Eland 26 11 11 0 48
12. Blue Wildebeest 57 0 0 0 57
13. Nyala 26 0 0 7 33
14. Fallow Deer 287 238 144 15 684
15. Lechwe 11 60 15 0 86
16. Waterbuck 0 0 0 0 0
17. Sable Antelope 0 0 0 0 0
18. Steenbuck 83 0 0 49 132
19. Duiker 284 0 174 4 462
20. Grysbok 68 0 4 12 84
21. Grey Rhebok 38 26 4 4 72
22. White springbok 23 42 0 0 65
23.Black springbok 76 34 0 4 114
24. Wild pigs 23 0 15 0 38
25. Blue duiker 38 0 0 0 38
26. Zebra 49 15 0 0 64
27. Giraffe 0 0 0 0 0
28. Red Hartebeest 34 19 38 0 91
29. White blesbok 10 30 0 0 40
30. Reedbuck 0 0 0 0 0
31. Klipspringers 38 0 0 0 38
32. Wild ostrich 0 0 0 0 0
33. Mountain zebra 0 0 0 0 0
34. Barbary sheep 38 0 0 0 38
35. White rhinoceros 0 0 0 0 0
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The figures regarding utilisation of game can be extrapolated for the
whole of the Eastern Cape in the same way as that for game numbers
in Table 4.4. All figures were thus multiplied by a factor of 8.81 to
obtain the figure for the province as a whole.  The extrapolated figures
are provided in Table 4.6.
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Table 4.6. UTILISATON OF GAME IN THE EASTERN CAPE



Regarding the number of animals utilised per year, the most important
species were Springbok (12 674), Kudu (2683), Mountain Reedbuck
SPECIE TOTAL
UTILIZED BY
RESPONDENTS
TOTAL FOR
EASTERN
CAPE
ECONOMIC
VALUE PER
ANIMAL
(In rand)
TOTAL
ECONOMIC
VALUE
(In rand)
1.  Kudu 2683 23 637 2151 50 843 187
2.   Springbok 12674 111 658 339 37 852 062
3.   Blesbok 1780 15 682 663 10 397 166
4.   Mountain  Reedbuck 2635 23 214 435 10 098 090
5.   Warthog 476 4 194 876 3 673 944
6.   Oryx (Gemsbok) 80 705 3664 2 583 120
7.   Black Wildebeest 226 1 991 3031 6 034 721
8.   Impala 790 6 960 781 5 435 760
9.   Bushbuck 439 3 868 1358 5 252 744
10. Bontebok 23 203 4017 815 451
11. Eland 48 423 7925 3 352 275
12. Blue Wildebeest 57 502 3775 1 895 050
13. Nyala 33 291 11667 3 395 097
14. Fallow Deer 684 6 026 795 4 790 670
15. Lechwe 86 758 9286 7 038 788
16. Waterbuck 0 0 12333 0
17. Sable Antelope 0 0 30000 0
18. Steenbuck 132 1 163 484 562 892
19. Duiker 462 4 070 387 1 575 090
20. Grysbok 84 740 1240 917 600
21. Grey Rhebok 72 634 2500 1 585 000
22. White springbok 65 573 2800 1 604 400
23.Black springbok 114 1 004 818 821 272
24. Wild pigs 38 335 1100 368 500
25. Blue duiker 38 335 5333 1 786 555
26. Zebra 64 564 3029 1 708 356
27. Giraffe 0 0 1500 0
28. Red Hartebeest 91 802 2150 1 724 300
29. White blesbok 40 352 1000 352 000
30. Reedbuck 0 0 6000 0
31. Klipspringers 38 335 5000 1 675 000
32. Wild ostrich 0 0 80000 0
33. Mountain zebra 0 0 2151 0
34. Barbary sheep 38 335 339 113 565
35. White rhinoceros 0 0 663 0
TOTAL 168 252 655
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(2635) and Blesbok (1780). When the income generated was used as
the basis of determining the importance of game species, the results
shown in Table 4.7 were obtained.

 Table 4.7.  INCOME GENERATED FROM TEN ECONOMICALLY
MOST IMPORTANT SPECIES









The relative importance of different forms of utilisation of game in the study
area is reflected in Table 4.8







SPECIE TOTAL
UTILIZED
Extrapolated
Annual
Income
1.  Kudu 2683 50 843 187
2.  Springbok 12674 37 852 062
3.  Blesbok 1780 10 397 166
4.  Mountain Reedbuck 2635 10 098 090
5.  Lechwe 86 7 038 788
6.  Black Wildebeest  226 6 034 721
7   Impala 790 5 435 760
8.  Bushbuck 439 5 252 744
9.  Fallow Deer 684 4 790 670
10 Nyala 33 3 395 097
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Table 4.8. RELATIVE IMPORTANCE OF DIFFERENT FORMS OF GAME
UTILISATION IN THE STUDY AREA
SPECIE NUMBER
HUNTED
% OF
TOTAL
NUMBER
CAPTURED
% OF
TOTAL
NUMBER
CROPPED
% OF
TOTAL
1.  Kudu 1882 71,5 11 0,5 737 28
2.   Springbok 6090 49,5 635 5 5609 45,5
3.   Blesbok 1104 64 291 16,5 340 19,5
4.   Mountain  Reedbuck 1777 73 94 4 571 23
5.   Warthog 234 51,5 0 0 219 48,5
6.   Oryx (Gemsbok) 64 80 8 10 8 10
7.   Black Wildebeest 155 68,5 60 26,5 11 5
8.   Impala 491 63 60 7,5 231 29,5
9.   Bushbuck 276 63 95 21,5 68 15,5
10. Bontebok 19 83 4 17 0 0
11. Eland 26 54 11 23 11 23
12. Blue Wildebeest 57 100 0 0 0 0
13. Nyala 26 100 0 0 0 0
14. Fallow Deer 287 43 238 35,5 144 21,5
15. Lechwe 11 13 60 70 15 17
16. Waterbuck 0 0 0 0 0 0
17. Sable Antelope 0 0 0 0 0 0
18. Steenbuck 83 100 0 0 0 0
19. Duiker 284 62 0 0 174 38
20. Grysbok 68 94,5 0 0 4 5,5
21. Grey Rhebok 38 56 26 38 4 6
22. White springbok 23 35 42 65 0 0
23.Black springbok 76 69 34 31 0 0
24. Wild pigs 23 60,5 0 0 15 39,5
25. Blue duiker 38 100 0 0 0 0
26. Zebra 49 77 15 23 0 0
27. Giraffe 0 0 0 0 0 0
28. Red Hartebeest 34 37 19 21 38 42
29. White blesbok 10 25 30 75 0 0
30. Reedbuck 0 0 0 0 0 0
31. Klipspringers 38 100 0 0 0 0
32. Wild ostrich 0 0 0 0 0 0
33. Mountain zebra 0 0 0 0 0 0
34. Barbary sheep 38 100 0 0 0 0
35. White rhinoceros 0 0 0 0 0 0

Hunting was the most important form of utilisation in the game industry
in the Eastern Cape. With the exception of four species of lesser
importance, more animals were hunted than any other form of utiliation.
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Significant numbers of springbok, kudu, mountain reedbuck, blesbok
and duiker were cropped annually, but in each case more animals were
hunted than cropped. It should also be noted that capturing and live
sale of game was not a major form of utilisation at the time of the study.

The economic importance of the different forms of utilisation is
presented in Tables 4.9 to 4.11. The number of animals utilised in the
case of each species was multiplied by the economic value per animal,
to obtain the total value for that species. These totals were then added,
to obtain the total income generated by the specific form of utilisation.















 142
Table 4.9.  THE ECONOMIC VALUE OF HUNTING























From Table 4.9, it is evident that hunting is an important form of game
utilisation. The direct income (only the value of the animal) excluding
SPECIE NUMBER
HUNTED
ECONOMIC
VALUE PER
ANIMAL
(In rand)
TOTAL
VALUE
(In rand)
1.  Kudu 1882 2151 4 048 182
2.   Springbok 6090 339 2 064 510
3.   Blesbok 1104 663 731 952
4.   Mountain  Reedbuck 1777 435 772 995
5.   Warthog 234 876 204 984
6.   Oryx (Gemsbok) 64 3664 234 496
7.   Black Wildebeest 155 3031 469 805
8.   Impala 491 781 383 471
9.   Bushbuck 276 1358 374 808
10. Bontebok 19 4017 76 323
11. Eland 26 7925 206 050
12. Blue Wildebeest 57 3775 215 175
13. Nyala 26 11667 303 342
14. Fallow Deer 287 795 228 165
15. Lechwe 11 9286 102 146
16. Waterbuck 0 12333 0
17. Sable Antelope 0 30000 0
18. Steenbuck 83 484 40 172
19. Duiker 284 387 109 908
20. Grysbok 68 1240 84 320
21. Grey Rhebok 38 2500 95 000
22. White springbok 23 2800 64 400
23.Black springbok 76 818 62 168
24. Wild pigs 23 1100 25 300
25. Blue duiker 38 5333 202 654
26. Zebra 49 3029 148 421
27. Giraffe 0 1500 0
28. Red Hartebeest 34 2150 73 100
29. White blesbok 10 1000 10 000
30. Reedbuck 0 6000 0
31. Klipspringers 38 5000 190 000
32. Wild ostrich 0 80000 0
33. Mountain zebra 0 2151 0
34. Barbary sheep 38 339 12 882
35. White rhinoceros 0 663 0
TOTAL 11 534 729
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day fees, accommodation and other sources of income, amounted to
more than R11 million at the time that the study was undertaken. The
extrapolated figure for hunting in the Eastern Cape was more than
R101 million (see Table 4.12). Kudu and springbok were the most
important species hunted, generating in excess of R4 million (R35,7
million extrapolated) and R2 million (R18,2 million extrapolated)
respectively.

 The economic value of cropping is examined in Table 4.10.
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Table 4.10. THE ECONOMIC VALUE OF CROPPING

SPECIE NUMBER
CROPPED
ECONOMIC
VALUE PER
ANIMAL
(In rand)
TOTAL
VALUE
(In rand)
1.  Kudu 737 2151 1 586 024
2.   Springbok 5609 339 1 901 451
3.   Blesbok 340 663 225 420
4.   Mountain  Reedbuck 571 435 248 385
5.   Warthog 219 876 191 844
6.   Oryx (Gemsbok) 8 3664 29 312
7.   Black Wildebeest 11 3031 33 341
8.   Impala 231 781 180 411
9.   Bushbuck 68 1358 92 344
10. Bontebok 0 4017 0
11. Eland 11 7925 87 175
12. Blue Wildebeest 0 3775 0
13. Nyala 0 11667 0
14. Fallow Deer 144 795 114 480
15. Lechwe 15 9286 139 290
16. Waterbuck 0 12333 0
17. Sable Antelope 0 30000 0
18. Steenbuck 0 484 0
19. Duiker 174 387 67 338
20. Grysbok 4 1240 4 960
21. Grey Rhebok 4 2500 10 000
22. White springbok 0 2800 0
23.Black springbok 0 818 0
24. Wild pigs 15 1100 16 500
25. Blue duiker 0 5333 0
26. Zebra 0 3029 0
27. Giraffe 0 1500 0
28. Red Hartebeest 38 2150 81 700
29. White blesbok 0 1000 0
30. Reedbuck 0 6000 0
31. Klipspringers 0 5000 0
32. Wild ostrich 0 80000 0
33. Mountain zebra 0 2151 0
34. Barbary sheep 0 339 0
35. White rhinoceros 0 663 0
TOTAL 5 007 975

From Table 4.10, it can be seen that cropping generated an income of
more than R5 million. Springbok was the most important species for
cropping, generating nearly R2 million (R16,75 million extrapolated),
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followed by kudu. In Table 4.11, the economic value of live game sales
is presented.

Table 4.11.THE ECONOMIC VALUE OF LIVE GAME SALES
SPECIE NUMBER
CAPTURED
ECONOMIC
VALUE PER
ANIMAL
(In rand)
TOTAL
VALUE
(In rand)
1.  Kudu 11 2151 23 661
2.   Springbok 635 339 215 265
3.   Blesbok 291 663 192 933
4.   Mountain  Reedbuck 94 435 40 890
5.   Warthog 0 876 0
6.   Oryx (Gemsbok) 8 3664 29 296
7.   Black Wildebeest 60 3031 181 860
8.   Impala 60 781 46 860
9.   Bushbuck 95 1358 129 010
10. Bontebok 4 4017 16 068
11. Eland 11 7925 87 175
12. Blue Wildebeest 0 3775 0
13. Nyala 0 11667 0
14. Fallow Deer 238 795 189 210
15. Lechwe 60 9286 557 160
16. Waterbuck 0 12333 0
17. Sable Antelope 0 30000 0
18. Steenbuck 0 484 0
19. Duiker 0 387 0
20. Grysbok 0 1240 0
21. Grey Rhebok 26 2500 65 000
22. White springbok 42 2800 117 600
23.Black springbok 34 818 27 812
24. Wild pigs 0 1100 0
25. Blue duiker 0 5333 0
26. Zebra 15 3029 45 435
27. Giraffe 0 1500 0
28. Red Hartebeest 19 2150 40 850
29. White blesbok 30 1000 30 000
30. Reedbuck 0 6000 0
31. Klipspringers 0 5000 0
32. Wild ostrich 0 80000 0
33. Mountain zebra 0 2151 0
34. Barbary sheep 0 339 0
35. White rhinoceros 0 663 0
TOTAL 2 046 935
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According to Table 4.11, a total income of just more than R2 million
(R18,03 million extrapolated) was generated by live game sales.
Lechwe generated the most income in this category, followed by
springbok.

Table 4. 12. THE ECONOMIC CONTRIBUTION BY DIFFERENT FORMS
OF UTILISATION

FORM OF
UTLISATION
INCOME (Respondents)
(In  rand)
INCOME (Extrapolated)
(In rand)
Hunting 11 534 729 101 620 962
Cropping 5 007 975 44 120 259
Live sales 2 046 935 18 033 497

Hunting was the most important form of game utilisation in the study
area. It generated more than twice the amount of income generated by
cropping, and more than five times the amount generated by capturing
and live sale of game.

Sustainability of utilisation is a crucial issue, to ensure that resources
are not over-exploited. The sustainability of game utilisation in the
Eastern Cape could be examined by comparing the percentage of
game utilised with the production norms for the different game species.
Furstenburg (2001, p.153) supplied general production norms for
different game species – this refers to the annual growth rate of the
population with natural mortalities taken into consideration. Under
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normal conditions, these figures may be regarded as the level of
utilisation at which the growth rate of the game population and the level
of utilisation will be in balance. The production norms supplied by
Furstenburg are displayed in Table 4.13.

Table 4.13. PRODUCTION NORMS FOR DIFFERENT GAME
SPECIES
SPECIES ANNUAL
GROWTH RATE
%
SPECIES ANNUAL
GROWTH RATE
%
Kudu 19 Grey rhebok 20
Wildebeest 30 Springbok 33
Eland 20 Bontebok 25
Bushbuck 20 Klipspringer 30
Warthog 120 Fallow deer 35-60
Waterbuck 20 Reedbuck 18
Blesbok 28 Ostrich 40
Steenbok 30 Impala 30
Gemsbuck 15 Zebra 25
Red Lechwe 25 Giraffe 12
Common duiker 45 Buffalo 14
Hartebeest 23 Elephant 20
Mountain reedbuck 29 Sable 20
Nyala 28

Rhino 12


The sustainability of the current levels of utilisation can now be determined by
comparing the numbers utilised with the total number of animals available, as
shown in Table 4.14.

 148
Table 4.14.  SUSTAINABILITY OF GAME UTILISATION




SPECIE GAME
NUMBERS
ANNUAL
NUMBERS
UTILIZED
% 0F TOTAL
UTILIZED
%RECOM-
MENDED
UTILIZATION
1.   Kudu 18077 2683 14,84 19
2.   Springbok 32501 12674 39 33
3.   Blesbok 7322 1780 24,3 28
4.   Mountain  Reedbuck 22697 2635 11,6 29
5.   Warthog 2502 476 19 120
6.   Oryx (Gemsbok) 541 80 14,79 15
7.   Black Wildebeest 1728 226 13,08 30
8.   Impala 5638 790 14,01 30
9.   Bushbuck 5004 439 8,77 20
10. Bontebok 253 23 9,09 25
11. Eland 581 48 8,26 20
12. Blue Wildebeest 658 57 8,66 30
13. Nyala 293 33 11,26 28
14. Fallow Deer 4211 684 16,24 35-60
15. Lechwe 401 86 21,45 25
16. Waterbuck 96 0  20
17. Sable Antelope 20 0  20
18. Steenbuck 6989 132 1,9 30
19. Duiker 7587 462 6,09 45
20. Grysbok 1167 84 7,2
21. Grey Rhebok 1323 72 5,44 20
22. White springbok 213 65 30,52 33
23.Black springbok 694 114 16,43 33
24. Wild pigs 449 38 8,46
25. Blue duiker 217 38 17,51
26. Zebra 425 64 15,06 25
27. Giraffe 14 0  12
28. Red Hartebeest 445 91 20,45 23
29. White blesbok 217 40 18,43 28
30. Reedbuck 24 0  18
31. Klipspringers 485 38 7,84 30
32. Wild ostrich 38 0  40
33. Mountain zebra 0 0  25
34. Barbary sheep 80 38 47,5
35. White rhinoceros 2 0  12
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It was noted that ranchers seemed to be utilising game in a sustainable
manner. Numbers utilised fell within the limits of the reproductive
capacity of the species involved (with the exception of springbok). It
could therefore be stated that the numbers of all species (with the
exception of springbok) would increase if the current rate of utilisation
was maintained.

In question 9, respondents were asked to state whether the information
provided in question 8 was based on records of actual numbers or on
estimates. The majority, 251 (66,8%) respondents out of a total of 376,
indicated that the information was based on records of actual numbers.
The other 125 (33,2%) respondents based their figures on estimates.
The above responses indicated that the providers of hunting
experiences generally kept a record of their activities. This is important
as good records form the basis on which sound positioning decisions
are taken.

In question 10, the number of respondents who tried to derive an
income from hunting activities on their ranches was examined. Less
than half of the respondents (44,3%) indicated that they did try to
derive an income from hunting activities, while 55,7% of the
respondents did not do so. This finding was very significant, as it
indicated that many respondents did not utilise the game on their
ranches as a source of income. Traditionally, game was regarded as
incidental, and not as part of the main farming activities on the ranch.
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To a large extent this changed when game acquired an economic
value. Although the reasons why respondents did not attempt to derive
an income are not specifically known, it is surprising that so many
ranchers were not part of the commercial hunting industry. One reason
could be that some ranchers utilised their game in other ways, such as
cropping for the venison market, for own use, to entertain friends,
family and business associates, and supplying butcheries and other
outlets.

Respondents who indicated that they attempted to derive an income
from hunting activities were asked to proceed with Section B of the
questionnaire.


4.2.2 HUNTING ACTIVITIES IN THE EASTERN CAPE

As mentioned earlier, Section B of the questionnaire dealt with hunting
activities and was answered only by those respondents who attempted
to derive an income from their hunting activities. Question 1 dealt with
the numbers of foreign and local hunters visiting game ranches. The
majority of hunters who visited game ranches, namely 2 163 (78%),
were local hunters, while foreign hunters represented 606 (22%) of
hunters visiting game ranches. Although the Eastern Cape was the
leading destination in South Africa for foreign hunters, roughly four
times more local than foreign hunters visited game ranches to hunt.
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Although the foreign hunters represent a more lucrative market, the
importance of the local hunters should not be underestimated. Not only
were there far more local than foreign hunters who hunted in the
Eastern Cape, but the local hunters were also prepared to hunt animals
that overseas clients were generally not interested in. The female and
sub-adult animals that needed to be disposed of found a ready market
with the local hunters. In this study it is argued that this market should
be cherished as an important part of the hunting industry.

Information regarding the income derived from various game species
was examined in question 2. Ranchers were asked to list a maximum
of three species in order of importance regarding income derived. The
results are shown in Table 4.15. They were also asked to indicate the
gross income derived from the species mentioned. These results are
displayed in Table 4.16.
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 Table 4.15. ECONOMIC IMPORTANCE OF GAME SPECIES
REGARDING CONTRIBUTION TO THE INCOME OF
INDIVIDUAL RANCHES





















SPECIE PLACED
FIRST
%
PLACED
SECOND
%
PLACED
THIRD
%
NOT
PLACED
%
1.   Kudu 49,4 11,3 2,4 36,9
2.   Springbok 21,4 23,2 8,9 46,4
3.   Blesbok 8,3 7,1 7,1 77,4
4.   Mountain Reedbuck 2,4 1,2 0 96,4
5.   Warthog 0 1,2 0 98,8
6.   Oryx (Gemsbok) 0 3 1,2 95,8
7.   Black Wildebeest 1,2 4,2 4,8 89,9
8.   Impala 1,2 5,4 2,4 91,1
9.   Bushbuck 2,4 0,6 1,8 95,2
10. Bontebok 0,6 0 0,6 98,8
11. Eland 0,6 3,0 0 96,4
12. Blue Wildebeest 0 0 1,2 98,8
13. Nyala 0 0,6 0,6 98,8
14. Fallow Deer 3 1,8 1,2 94
15. Lechwe 0,6 0,6 0,6 98,2
16. Waterbuck 0 0 0 100
17. Sable Antelope 0 0 0 100
18. Steenbuck 0 0 0 100
19. Duiker 0 0,6 2,4 97
20. Grysbok 0 0,6 0 99,4
21. Grey Rhebok 1,8 1,8 1,8 94,6
22. White springbok 1,8 0,6 0,6 97
23.Black springbok 0 0 1,2 98,8
24. Wild pigs 0 0 0 100
25. Blue duiker 0,6 0 0 99,4
26. Zebra 1,2 1,2 0 97,6
27. Giraffe 0 0 0 100
28. Red Hartebeest 0,6 0 1,2 98,2
29. White blesbok 0 0 0 100
30. Reedbuck 0 0 0 100
31. Klipspringers 0 0 0 100
32. Wild ostrich 0 0 0 100
33. Mountain zebra 0 0 0 100
34. Barbary sheep 0 0 0 100
35. White rhinoceros 0 0 0 100
 153
From an economic perspective, kudu and springbok were by far the
most important game species in the Eastern Cape. In 63,1% of cases,
kudu was one of the top three earners of revenue on game ranches.
Springbok was one of the top three earners in 53,6% of cases. The
next best performer (blesbok) was placed as one of the top three
earners of revenue in only 22,6% of cases, followed by impala with
8,9%. One inconsistency noted was that mountain reedbuck did not
generate the revenue expected in terms of the total number of animals
found in the Eastern Cape. Mountain reedbuck numbers were high in
the Eastern Cape, being the third most abundant game specie after
springbok and kudu, but only 3,6% of respondents indicated that they
were amongst the top three earners of revenue. No good reason could
be found for this, as their numbers far exceeded those of, for example,
impala, but impala seemed to generate more revenue.

In the second part of question 2, respondents were asked to indicate
how much revenue was generated per annum by the species ranked
as one of the three top earners on the specific ranch. In Table 4.16
three categories of income were specified, namely less than R20 000,
between R20 000 and R50 000 and more than R50 000.
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Table 4.16.  DISTRIBUTION OF INCOME GENERATED BY GAME
SPECIES

SPECIE NOT
RANKED
%
NOT
SPECIFIED
%
LESS THA
N R20 000
%
R20 001 –
R50 000
%
MORE
THAN R50
000
%
1.   Kudu 36,9 6 32,1 21,4 3,6
2.   Springbok 46,4 4,8 32,7 13,1 3
3.   Blesbok 77,4 3,6 14,3 4,8 0
4.   Mountain Reedbuck 96,4 0,6 2,4 0 0,6
5.   Warthog 98,8 0 0 0,6 1,8
6.   Oryx (Gemsbok) 95,8 0,6 1,8 0 1,8
7.   Black Wildebeest 89,9 0,6 3,6 4,2 1,2
8.   Impala 91,1 0,6 3,6 3,6 0
9.   Bushbuck 95,2 0,6 2,4 1,8 0
10. Bontebok 98,8 0 0 1,2 0,6
11. Eland 96,4 0 1,2 1,8 0,6
12. Blue Wildebeest 98,8 0 0,6 0 0,6
13. Nyala 98,8 0 0 0,6 0,6
14. Fallow Deer 94 1,2 1,8 2,4 1,2
15. Lechwe 98,2 0 0 0,6 0
16. Waterbuck 100 0 0 0 0
17. Sable Antelope 100 0 0 0 0
18. Steenbuck 100 0 0 0 0
19. Duiker 97 0,6 1,8 0,6 0
20. Grysbok 99,4 0 0,6 0 0
21. Grey Rhebok 94,6 0,6 4,2 0,6 0
22. White springbok 97 0 1,8 1,2 0
23.Black springbok 98,8 0 0,6 0,6 0
24. Wild pigs 100 0 0 0 0
25. Blue duiker 99,4 0 0,6 0 0,6
26. Zebra 97,6 0 0 1,8 0
27. Giraffe 100 0 0 0 0
28. Red Hartebeest 98,2 0 1,8 0 0-
29. White blesbok 100 0 0 0 0
30. Reedbuck 100 0 0 0 0
31. Klipspringers 100 0 0 0 0
32. Wild ostrich 100 0 0 0 0
33. Mountain zebra 100 0 0 0 0
34. Barbary sheep 100 0 0 0 0
35. White rhinoceros 100 0 0 0 0
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According to the figures supplied in Table 4.16, the income derived
from specific game species was generally low. In only a small number
of cases did any specific species produce an income of more than R50
000.

Question 3 dealt with methods used to market the services of hunting
providers. Respondents were asked to specify all the methods used to
market their services. A total of 33 respondents (21,9%) indicated that
they used advertisements, 18 (11,9%) used brochures, 7 (4,6%) used
the internet, 4 (2,6%) used congresses, seminars and symposiums, 46
(30,5%) used agents, 39 (25,8%) used word-of-mouth, 23 (15,2%)
used friends, family or acquaintances, 14 (9,3%) did no marketing, 5
(3,3%) used professional hunters, and 4 (2,6%) reacted to requests
and enquiries from clients. The results are displayed in Table 4.17
below.

Table 4.17.  MARKETING ACTIONS OF GAME RANCHERS

MARKETING ACTIONS RESPONDENT
NUMBERS
%
Advertisements 33 21,9
Brochures 18 11,9
Internet 7 4,6
Congresses, seminars, symposia 4 2,6
Agents 46 30,5
Word of mouth 39 25,8
Friends, family 23 15,2
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None 14 9,3
Professional hunters 5 3,3
Requests & enquiries  4 2,6

Most respondents used some form of marketing action to promote the
products they offered. This is significant, as communication with the
market is one of the important components of product positioning. Only
9,3% of respondents did not market their products at all.  A significant
number of hunting providers relied on ’passive’ marketing, in believing
that word-of-mouth would promote their products.

In question 4, ranchers were asked to list those aspects of the hunting
experience offered by them, that they regarded as the biggest draw-
card for hunters. Hunting providers identified a number of aspects
regarding the hunting experience that were regarded as important.
These factors are summarised in Table 4.18.
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Table 4.18.  IMPORTANT DRAW-CARDS FOR HUNTERS

FACTOR IDENTIFIED NUMBER OF
RESPONDENTS
%
To be in nature 37 16,7
Abundance of game 31 14
The terrain 20 9
The social aspects 17 7,7
Prices charged 16 7,2
The hunting experience 15 6,7
Quality of game 10 4,5
Walk and stalk hunting 10 4,5
Level of service 10 4,5
Trophy hunting 8 3,6
The venison (biltong) 6 2,7
Variety of game 5 2,3
Shooting opportunities 4 1,8
Tame animals 3 1,4
Good infrastructure 3 1,4
Game management 2 0,9

In addition to the factors shown in Table 4.18, respondents identified a
number of other factors, but only one respondent in each case
indicated that they regarded it as a draw-card. The three most
important factors identified as draw-cards were:  the opportunity to be
in nature, the abundance of game, and the terrain where hunting took
place. The next most important factors were the social aspects, the
prices charged, and the hunting experience. Not all these factors are
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present on every ranch, but ranchers should see this as an important
positioning option, in other words, to consider as many of these
aspects as possible as part of their product offering. When compared to
the views of hunters (reported in chapter 5), it is clear that hunting
providers had a good perception of the needs of hunters in this
instance, as hunters indicated that being in nature was the most
important reason for hunting. 

Question 5 aimed at providing information on the types of feedback that
ranchers received from clients after a visit to their ranches. Twelve
respondents (7,3%) received structured, written feedback, 29 (17,6%)
received structured oral feedback, 107 (64,8%) received unstructured
oral feedback, and 33 (20%) received no feedback. It was significant
that only 7,3% of respondents obtained structured written feedback,
and a further 17,6% obtained structured oral feedback. From a product
development perspective, feedback is considered as essential to
ensure that the product offering satisfies the needs of the client. It is
argued that hunting providers should, as a further positioning option,
ensure that they have mechanisms in place to obtain the necessary
feedback. It is also important that the feedback should be analysed,
and that products should be developed in response to the feedback.

The accommodation that ranchers provided for hunters was
investigated in question 6. Seven respondents (4,1%) provided
luxurious (five-star) accommodation specifically furnished for hunters,
 159
while 28 (16,6%) of the respondents provided less luxurious (three star)
accommodation specifically furnished for hunters. A further 54 (32%) of
the respondents indicated that they provided basic accommodation like
a lodge with basic amenities, while 24 (14,2%) provided hunters with
the opportunity to camp in the veld. Accommodation in their own
houses was provided by 51 (30,2%) of the respondents, and
accommodation in the vicinity was organised for hunters by a further 22
(13%) of the respondents. Accommodation did not form part of the
service rendered in the case of 30 (17,8%) of the respondents.

A range of options regarding accommodation was available to hunters.
It can be assumed that the accommodation offered is influenced by the
type of hunters who visit the ranch. The five-star type of
accommodation is most probably focused on overseas clients and
affluent local hunters. The more modest types of accommodation are
probably provided for the local hunters. Hunters have differing
preferences regarding the type of accommodation they require. In the
interviews with hunters it was learnt that some hunters prefer luxury
while others associate hunting with a bush camp with only basic
amenities. From a product development point of view, it could be
regarded as important that hunting providers should evaluate the
accommodation needs of their target clients, and bring their
accommodation in line with client needs. If more than one type of
accommodation is available, the value of the product offering will be
enhanced if clients are provided with a choice of accommodation,
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Question 7 investigated the services rendered to hunters. A complete
service (including the hunting opportunity, accommodation, food,
drinks, transport to and from the farm, laundry and so on) was rendered
by 28 (16,7%) of the ranchers. In 44 (26,2%) cases, respondents
provided a hunting opportunity, accommodation, food and
refreshments. Only a hunting opportunity and accommodation were
provided by 47 (28%) of the respondents, while 49 (29,2%) of the
respondents provided a hunting opportunity only.

As discussed above, the importance of ensuring that the product
offered is in line with client needs, is underlined. A full service will most
probably be required by overseas clients, while local hunters often
prefer to have a lot of privacy and to cater for themselves as part of the
hunting experience. In the interviews with hunters, it came to the fore
that very often hunters prefer to have basic accommodation and to
have the opportunity to prepare their own food. They often do not want
to be bound to any routines, and prefer to arrange their own
programme. Telling stories around the campfire and socialising during
the evenings is often regarded as a most important part of the hunting
experience. All these factors should be taken into account by the
hunting provider when deciding on what services to provide, and
special efforts should be made to learn what the specific needs of
hunters are. It is possible that hunting providers provide services that
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are not required by hunters, and this could distract from the quality of
the hunting experience.

Question 8 dealt with the type of hunting available to clients. The
results are reflected in Table 4.19 below. Of the total of 169 responses
received, 124 (73,4%) hunting providers made beating (aanjaag en
voorsit) available as a hunting option, 129 (76,3%) offered walking and
stalking as an option, ’voorsit’ without beaters was available in 56
(33,1%) cases, shooting from a vehicle was an option in 58 (34,3%)
cases, and night shooting was available as an option in 17 (10,1%) of
cases. In three cases (1,8%) other forms of hunting were also available
as an option.

Table 4.19.  TYPES OF HUNTING AVAILABLE TO HUNTERS

TYPE OF HUNTING NUMBER OF
RESPONDENTS
%
Beating (aanjaag en voorsit) 124 73,4
Walk and stalk 129 76,3
Voorsit without beaters 56 33,2
Shooting from a vehicle 58 34,3
Night shooting 17 10,1
Other 3 1,8

Question 9 investigated the extent to which hunters were allowed a
choice of hunting methods. In 68,3% of the cases (112 respondents)
hunters were allowed to choose between hunting methods, while 52
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respondents (31,7%) indicated that no choice of hunting method was
allowed.

It was significant to note that most game ranchers made more than one
hunting option available to clients. On some ranches it could be
possible to have all options available to hunters, while only one or a
limited number could be available on other ranches. It is not always
possible to make all options available to hunters, as factors like the
terrain, the physical abilities of hunters, the type of game to be hunted,
and the equipment used, will all impact on the feasibility of using
specific hunting methods. The majority of hunting providers (68,3%)
allowed hunters a choice of hunting methods. The argument is that the
type of hunting on offer is one of the very important factors contributing
to the quality of the hunting experience. While for some hunters it
would be inconceivable to shoot from a vehicle, others may regard this
as totally acceptable. What is important, though, is to realise that most
hunters have specific preferences regarding the type of hunting they
want to partake in. Allowing these hunters a choice of hunting method
will therefore greatly enhance the satisfaction they will derive from the
hunt. If hunting providers have the opportunity to offer more than one
hunting method, this could be considered one positioning strategy – by
making all possible options available to hunters.

It is also important to address the ethical issues concerning hunting.
With a view to finding a positive position in the market, the practice of
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shooting at night or from a vehicle can be questioned. Yet 34,3% of the
respondents allowed shooting from a vehicle and 10,1% allowed night
shooting. The long-term effect of these actions on the image of the
providers in the hunting industry of the Eastern Cape should be
considered. On the other hand, it should also be said that there are
clients who for reasons of their own do prefer to use these hunting
methods.

The prices charged by hunting providers expressed in cost per animal
or cost per kilogram (excluding day fees, accommodation and so on)
was considered in question 10. The average prices charged by all
respondents are displayed in Table 4.20. Price per kilogram refers to
the carcass and skin (head, feet, intestines and pluck removed).
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Table 4.20. PRICES CHARGED BY HUNTING PROVIDERS
 (Expressed in rand values)

The figures in Table 4.20 represent the total response from ranchers –
those who hosted foreign hunters, local hunters, or a combination of
both groups. It is evident that the prices of more abundant species
were generally lower than the prices of less abundant species.  It is
SPECIE n PRICE PER
ANIMAL
n PRICE PER
KILOGRAM
1.   Kudu 68 2151  42 11.58
2.   Springbok 93 339  26 11.92
3.   Blesbok 63 663  7 11.14
4.   Mountain Reedbuck 58 435  5 12.80
5.   Warthog 15 876  3 6.83
6.   Oryx (Gemsbok) 21 3664  
7.   Black Wildebeest 34 3031  
8.   Impala 39 781  4 12.87
9.   Bushbuck 25 1358  
10. Bontebok 9 4017  
11. Eland 12 7925  2 12.00
12. Blue Wildebeest 12 3775  
13. Nyala 6 11667  
14. Fallow Deer 20 795  
15. Lechwe 7 9286  
16. Waterbuck 3 12333  
17. Sable Antelope 1 30000  
18. Steenbuck 9 484  
19. Duiker 15 387  
20. Grysbok 5 1240  
21. Grey Rhebok 5 2500  
22. White springbok 5 2800  
23.Black springbok 11 818  
25. Blue duiker 1 1100  
26. Zebra 6 5333  
28. Red Hartebeest 7 3029  
29. White blesbok 1 1500  
31. Klipspringers 2 2150  
32. Wild ostrich 1 1000  
33. Mountain zebra 1 6000  
34. Barbary sheep 1 5000  
35. White rhinoceros 1 80000 
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also clear that the more expensive species were usually sold per
animal, indicating that the trophy was the most important element that
was paid for. The more abundant species like kudu and springbok were
usually sold either per animal or per kilogram, indicating that venison
was an important element in determining the price of the animal. In
Table 4.21, the prices charged by hunting providers who catered
exclusively for local or for foreign hunters are provided.


















 166

Table 4.21.  COMPARISON OF PRICES CHARGED BY HUNTING
PROVIDERS WHO CATER FOR LOCAL OR FOREIGN
HUNTERS (expressed in rand values)


The figures provided in Table 4.21 indicate that hunting providers who
catered specifically for foreign hunters charged significantly higher
SPECIE n PRICE
PER
ANIMAL
(Local)
n PRICE PER
ANIMAL
(Foreign)
n PRICE PER
KILOGRAM
(Local)
n PRICE
PER
KILOGRAM
(Foreign)
1.   Kudu 25  1506 6 3542 25  11.22 1 13.00
2.   Springbok 37  244 5 778 20  11.58 
3.   Blesbok 20  520 5 1260 5 10.60 
4.   Mountain Reedbuck 18  268 3 783 3 12.67 
5.   Warthog 2 350 1 800   
6.   Oryx (Gemsbok) 3 3500 1 7000   
7.   Black Wildebeest 3 2400 3 4083   
8.   Impala 8 559 4 950   
9.   Bushbuck 4 588 6 1508   
10. Bontebok
  1 3800   
11. Eland 1 4500 1 12000   
12. Blue Wildebeest 1 2500     
13. Nyala
  2 10500   
14. Fallow Deer 5 470 1 1300   
15. Lechwe
  1 10000   
16. Waterbuck
      
17. Sable Antelope
      
18. Steenbuck 1 80 1 2000   
19. Duiker 5 186 2 1075   
20. Grysbok 1 200 3 1600   
21. Grey Rhebok
  1 2500   
22. White springbok
      
23.Black springbok 2 500 1 800   
25. Blue duiker
  1 1100   
26. Zebra 1 3000 1 8000   
28. Red Hartebeest 1 2500     
29. White blesbok
      
31. Klipspringers
      
32. Wild ostrich 1 1000     
33. Mountain zebra
      
34. Barbary sheep
      
35. White rhinoceros
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prices than those who catered specifically for local hunters. A number
of explanations could be offered for this. Firstly the exchange rate was
a contributing factor. The prices charged (in Rand terms) were
relatively cheap when converted to American or European currencies.
The second factor to be considered is that foreign hunters are almost
exclusively trophy hunters. They therefore usually shoot trophy-quality
animals that are generally more expensive than non-trophy animals.
Thirdly, the level of service provided to these clients should be
considered. The facilities and services needed to successfully attract
foreign hunters are generally of a higher standard than those required
to attract local hunters. Usually a large capital outlay is required to
supply these facilities, and these costs are often reflected in the prices
charged for the hunting experience.

Question 11 dealt with how the weight of the animal was determined
when prices of animals were charged per kilogram. Thirteen
respondents (15,5%) used the clean carcass (meat only) to determine
the price per animal. The carcass and skin (without head, feet,
intestines and pluck) was used to determine weight in 71,4% of the
cases (60 respondents). Only 6 (7,1%) respondents calculated weight
based on carcass, skin and head (without feet, intestines and pluck),
while three respondents (3,6%) calculated weight based on carcass,
skin and pluck (without head, feet and intestines). One respondent
(1,2%) indicated that the weight measurement was based on carcass,
skin, pluck and head (without feet and intestines), while one
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respondent indicated that the measurement was not determined by any
of the methods discussed above.

By far the greatest number of respondents used the carcass and skin
(without head, feet, intestines and pluck) as the basis for calculating the
prices of animals where fees were charged per kilogram. It is important
for the game industry to standardise the basis of measuring the weight
of carcasses, as misunderstandings may lead to confusion and great
dissatisfaction. From the point of view of transporting carcasses, it
would be preferable to transport the carcass in the skin. It therefore
seems to be better to weigh animals in the skin, rather than weighing
the clean carcass. Only a small number of respondents indicated that
they did not use the carcass and skin as the basis of measuring the
weight of animals hunted.

Question 12 examined the extent to which day fees were charged. A
total of 169 responses were received, of which 91 (53,8%) charged day
fees and 78 (46,2%) did not charge day fees.

Day fees could be regarded as a source of income that is generally
used to cover the basic costs incurred to stage a hunting experience.
Hunting providers make financial inputs in terms of staff costs,
transport costs, the cost of food, and the cost of other requirements to
stage a hunt. As hunters are generally prepared to pay reasonably
priced day fees, it is surprising that so many hunting providers do not
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tap into this potential source of income. Day fees, the price charged per
animal hunted, and accommodation fees, are the three most important
potential sources of income for the hunting provider. From a business
perspective, it would be good to tap into as many of these sources as
possible in order to maximise income for the business. Hunting
providers who position themselves to provide a full range of services in
line with client needs, and charge reasonable accommodation fees,
day fees and fees per animal hunted, may obtain a competitive
advantage from the value added to the hunting experience.

The amount of the day fees charged was investigated in question 13.
The 89 respondents charged an average fee of R290 per day.
Minimum fees of R25 per day, and maximum fees of R3750 per day,
were charged as day fees. The median value for the fees charged was
R150. A comparison of the day fees charged in the case of foreign
hunters versus the fees charged in the case of local hunters was made.
The result is seen in Table 4.22.

Table 4.22. DAY FEES CHARGED FOR LOCAL AND FOREIGN
HUNTERS
HUNTERS n FEES CHARGED
(RAND)
Local 38 151.71
Foreign 4 912.50
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The discrepancy in day fees payable by foreign hunters versus local
hunters could possibly be explained in terms of the favourable
exchange rate. The level of service received by foreign hunters is
generally also significantly higher than that for local hunters.  Local
hunters are prepared to pay day fees that they regard as fair in terms of
the services they receive in return. To ensure a sound market position,
hunting providers need to develop their product by ensuring that the
fees they charge are in line with their cost structure and with the level
of service provided to clients. It was stated in 2.5 above that the extent
to which an organisation can position itself as providing superior value
to selected target markets, either by offering lower prices than
competitors do or by providing more benefits to justify higher prices,
determines its competitive advantage. This underlines the importance
of sound product development and sound pricing decisions by hunting
providers. Positioning an offering to create the perception of higher
value than competitive offerings, will lead to a strong competitive
advantage.

The availability of cooling facilities was examined in question 14. A total
of 96 respondents (57,5%) did have cooling facilities available, while 71
respondents (42,5%) had no cooling facilities. Hunting providers need
to take cognizance of the fact that the modern hunter is becoming
increasingly sophisticated, requiring facilities that were regarded as
superfluous in the past. It was generally accepted in the past that
temperatures in the area under study were low enough in winter to
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ensure that meat would not ‘go off’. At the time of this study, hunting
was taking place throughout the year on many ranches, rendering the
availability of cooling facilities essential. In addition, many clients are
not prepared to take the risk of meat going off, and they therefore insist
on cooling facilities. In many cases the duration of the hunting trip also
dictates that precautions against losses should be taken. Hunting
providers should ensure that prospective clients are not lost as a result
of inadequate cooling facilities.  

Slaughtering facilities were investigated in question 15. Basic facilities
outdoors were available in 34,1% of the cases (57 respondents). Basic
facilities indoors were available in 43,1% of the cases (72
respondents), and modern indoor facilities in 22,8% of the cases (38
respondents). Historically, the slaughtering of game carcasses did not
receive the same meticulous care that was the case with domesticated
animals. Often game carcasses were slaughtered under conditions that
could be regarded as unhygienic and unacceptable to the modern
hunter. It became essential that clean, hygienic and effective facilities
for slaughtering of carcasses were available. It is questionable whether
hunters are prepared to accept tainted meat resulting from untrained
skinners or from inadequate facilities. For a good positioning choice,
hunting providers should ensure that their facilities meet at least the
basic requirements of hunters.
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The extent to which other hunting opportunities were regarded as
competition, was considered in question 16. Respondents were asked
to rate the influence of a number of competitive factors as either
little/none, moderate, or strong. The results are shown in Table 4.23.

Table 4.23. HUNTING PROVIDERS’ EVALUATION OF
COMPETITION
FACTOR NONE/
LITTLE (%)
MODERATE
(%)
STRONG
(%)
Other hunting opportunities
in the area
57,8 28,6 13,6
Other hunting opportunities
in the Eastern Cape
57,8 24,5 17,7
Hunting opportunities in
other provinces
75,5 16,3 8,2
Hunting opportunities in
other countries
86,4 6,8 6,8

From the figures supplied in Table 4.21, it is clear that most hunting
providers did not feel that they had serious competition from any of the
sources quoted. This may indicate that the demand for hunting
experiences was so great that there was little competition for available
clients. For the purpose of this study, it is argued that this may change
in the future, as it is generally accepted that game numbers have
increased dramatically during the past decade or more, and this will
inevitably lead to greater competition as the supply of hunting
opportunities increase. From a positioning perspective, the favourable
competitive position occupied by hunting providers at the time of this
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study should be consolidated by ensuring that firstly a favourable
market position is chosen, secondly by positioning the firm to obtain a
competitive advantage against competitors, and thirdly by ensuring that
needs-satisfying products are developed and favourably positioned in
the minds of clients.

The availability of a written copy of the conditions pertaining to the hunt
was examined in question 17. Only 63 respondents (38,2%) indicated
that hunters did receive a written copy of conditions pertaining to the
hunt. The majority (61,8%) did not provide hunters with a written copy
of their conditions. This could be regarded as a serious oversight by
hunting providers. The research done by Nagel, Radder and van
Niekerk (2000, p. 18) conclusively showed that a lack of clarity about
the conditions pertaining to the hunt was one of the most important
problems experienced by hunters. Very often misunderstandings about
the conditions of the hunt resulted in dissatisfied clients. Hunting
providers should not risk losing clients as a result of a failure to provide
hunters with a written copy of conditions pertaining to the hunt.  They
could utilise a sound and fair hunting contract as a means of
differentiating their products from competitive offerings, and thereby
achieve a competitive advantage. 

Question 18 dealt with the issue of wounded game. In most cases
(77,1%) full payment was required, while 13,3% (22) respondents
indicated that they charged part of the fee if game was wounded, and
 174
9,6% (16 respondents) indicated that no fee was charged. The practice
of demanding payment for wounded game can be regarded as fair,
because in most cases where an animal is seriously wounded, it will
die as a result of the injuries sustained – resulting in a loss to the
hunting provider. The onus of good shot placement rests on the hunter,
and it therefore seems fair to penalise hunters for failure.

The extent to which hunting providers made use of the services of
professional hunters was considered in question 19. Eighty-two
respondents (49,1%) made use of the services of professional hunters
while 85 respondents (50,9%) did not. Not all clients prefer to have
available the services of a professional hunter. Some clients are highly
proficient hunters who feel that they do not need any guidance, and the
hunting provider could consider allowing these clients to hunt on their
own. Other clients, especially in the case of foreign hunters, would
probably find it difficult to hunt successfully without some form of
guidance. Foreign hunters are unfamiliar with hunting conditions such
as the terrain, the habits of the animals hunted, and shooting distances.
In many cases local hunters not only do not require guidance from a
professional hunter, but also prefer to hunt on their own. If hunting
providers are satisfied with the hunting prowess of their clients, they
should respect their wishes in this regard.

The factors that contributed to obtaining a competitive advantage for
the hunting industry in the Eastern Cape were investigated in question
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20. Respondents were asked to indicate to what extent each of eight
factors listed contributed to obtaining a competitive advantage for the
Eastern Cape. The results are displayed in Table 4.24.

Table 4.24. CONTRIBUTION OF SPECIFIC FACTORS TO
ACHIEVING A COMPETITIVE ADVANTAGE FOR
THE EASTERN CAPE
Contribution to competitive advantage FACTOR
None Little Substan-
tial
Most
Malaria-free 14,4 7,2 26,9 51,5
Relatively crime-free 31,1 27,5 28,7 12,6
Trophy quality of animals 13,2 13,2 48,5 25,1
Abundance of game 6,6 7,2 43,7 42,5
Scenic beauty 13,2 7,8 41,9 37,1
Number of game species available for
hunting
19,2 12,6 36,5 31,7
Quality of service rendered to hunters 16,8 10,2 49,7 13,4
Inputs from organisations rendering
services to the hunting industry.
32,9 21,6 30,5 15

Being malaria-free, the abundance of game, the scenic beauty of the
Eastern Cape, and the number of game species available for hunting,
were regarded as the most important factors contributing to a
competitive advantage for the hunting industry in the Eastern Cape.
Being relatively crime-free and the services rendered by organisations
to the game industry were regarded as the factors contributing least to
a competitive advantage for the Eastern Cape.
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The last question in the questionnaire dealt firstly with the income
derived from hunting activities, and secondly with the percentage of
total income that this represented. A total of 74 respondents (44,3%)
earned less than R20 000 per year from hunting activities, 62
respondents (37,1%) earned between R20 001 and R50 000, 11
respondents (6,6%) earned between R50 001 and R75 000, and 20
respondents (12%) earned more than R75 000 per year. The results
are displayed in Table 4.25.

 Table 4.25.  INCOME DERIVED BY RANCHERS FROM HUNTING

 < R20 000 R20 001 –
R50 000
R50 001 –
R75 000
> R75 000
n 74 62 11 20
% 44,3 37,1 6,6 12


The income derived from hunting activities accounted for less than
10% of total income in the case of 115 respondents (73,7%), for
between 11% and 20% for 23 respondents (14,7%), for 21% to 40%
in the case of 12 respondents (7,7%), for 41% to 60% in the case of
1 respondent (0,6%), and for more than 60% of total income in the
case of 5 respondents (3,2%). The results are shown in Table 4.26.
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Table 4.26.  CONTRIBUTION OF HUNTING TOWARDS THE INCOME
OF RANCHERS

 < 10% 11% - 20% 21% - 40%  41% - 60%  >60%
n 115 23 12 1 5
% 73,7 14,7 7,7 0,6 3,2

The information contained in Tables 4.25 and 4.26 illustrate that, from
an income-generating point of view, the game industry represented
only a small portion of the economic activity on ranches in the Eastern
Cape. In only 26,3% of the cases it accounted for more than 10% of the
income generated on ranches. It can therefore be said that, although
the game industry had grown strongly during the 1990s, and although
the trend was continuing, the traditional types of farming were still
generating the greatest income. It can also be said that most farmers in
the study area were still dependent on their traditional stock farming for
the bulk of their income. In a significant number of cases, the income
derived from game was very small (less than R20 000) in comparison
to the total income of the ranchers.


4.3 SUMMARY

This chapter dealt with the results of the questionnaire that was
administered to game ranchers. A total of 458 ranchers responded. It
was found that the average size of ranches was 3 564 hectares, but
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only 14,8% of ranches were game-fenced. The main game-producing
areas in the Eastern Cape coincided with the areas where extensive
sheep, goat and cattle farming were practised.

Game numbers were determined for the various game species, and
these numbers were extrapolated for the Eastern Cape as a whole.
Springbok, mountain reedbuck and kudu were the most abundant
game species. Hunting was the most important form of utilisation of
game in the Eastern Cape. The total value of the animals utilised per
year was R168 252 655.

When utilisation of game was compared to the production norms of the
various game species, it became clear that current levels of utilisation
were within the limits required for sustainability, and that game
numbers in the Eastern Cape would increase if the current levels of
utilisation were maintained.

The most important methods of marketing employed by ranchers were
the use of agents, word-of-mouth, and advertisements. Ranchers
regarded being in nature, the abundance of game, and the terrain, as
the most important draw-cards for hunters.

The majority of hunting providers received only unstructured oral
feedback from hunters. The type of accommodation provided was
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mostly basic accommodation, either in the form of a hunting lodge or in
their own homes.

Most of the hunting providers allowed hunters a choice of hunting
methods, with beating and walking-and-stalking being the most
common methods used. Prices were charged either per animal or per
kilogram, but in certain cases both options were available to hunters.
The prices charged in the case of foreign hunters were significantly
higher than the prices charged for local hunters. The weight of a
carcass was generally determined by weighing the meat and skin.

Only about half of the hunting providers charged day fees. The average
fees payable by local hunters was R151.71, and R912.50 was charged
in the case of foreign hunters. Cooling facilities were available in 57,5%
of the cases, and slaughtering facilities were usually basic facilities
either indoors or outdoors.

Hunting providers generally did not regard the current level of
competition experienced from local or foreign competitors as a serious
threat. They regarded the fact that the Eastern Cape is malaria free,
the abundance of game, and scenic beauty of the Eastern Cape, as the
most important factors that contributed towards obtaining a competitive
advantage for this area.
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In most cases, hunters were not provided with a written copy of
conditions pertaining to the hunt. If animals were wounded, full
payment was generally required. About half of the hunting providers
made use of the services of professional hunters.

Traditional farming methods practised in the Eastern Cape were still
the most important form of income generation for the majority of
ranchers in the Eastern Cape. At this point in time, the game industry
could not be regarded as one of the major contributors to the income of
most ranchers.

In the next chapter, the needs of hunters will be investigated. In-depth
interviews with hunters will be analysed to discover their needs and
wants regarding the hunting experience.
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CHAPTER 5

HUNTERS’ NEEDS AND EXPECTATIONS


5.1 INTRODUCTION

During the current study and with a view to obtaining first-hand
information for the study, the researcher was part of a team with co-
researchers Nagel and Radder undertaking an earlier study dealing
with the value expectations of hunters. The role of the researcher as a
member of the team was conceptualisation of the study, inputs
regarding the questionnaire for the survey, and interpretation of the
results to make conclusions and recommendations (the last two inputs
being made together with Nagel). In the current study the results
obtained from the previous study, although relevant, had to be
verified, updated and investigated in greater depth, by conducting
qualitative interviews with a sample of hunters. The judgment
sampling technique was used, and six well-known hunters were
selected for the in-depth interviews. The combined information flowing
from the two studies mentioned above was used to solve sub-problem
4, namely ‘What products do hunters prefer?’ An analysis of the
interviews supplemented the information obtained by Nagel, Radder
and van Niekerk (2000), and provided insights into the needs and
wants of the hunters interviewed. Their motivations for hunting and
 182
what they desired from a hunting experience were investigated. The
objective of the research by Nagel et al. was to determine to what
extent hunters had differing needs, and how this created different
market segments with differing requirements to be satisfied. The
combined information from the present study and the study by Nagel
et al. provided input for the construction of a conceptual framework on
product development for a hunting experience.


5.2 THE NEEDS OF HUNTERS

In the discussion of the needs of hunters, the results of the study by
Nagel, Radder and van Niekerk (2000) were interpreted with the
purpose of the present study in mind. The first aspect to be
investigated dealt with the reasons why hunters visit game ranches.
The ranked reasons why they do this are displayed in Table 5.1.
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Table 5.1. RANKED ORDER OF REASONS WHY HUNTERS VISIT
GAME RANCHES

REASONS RANKING
To be in nature 1
For the hunting experience 2
To test my hunting skills 3
To see game up close 4
To escape city life 5
For the social experience 6
For the adrenaline rush 7
For the feeling of achievement 8
For the trophy 9
To photograph wildlife 10
To try out something new 11
To entertain someone 12
To be able to say ‘I have also done it’ 13

It can be seen that the actual shooting of the animal was not the only
important reason why hunters visited game ranches. A number of
reasons, including being in nature, to see game up close, and enjoying
the social experience, were regarded as important by hunters.

The next factor to be evaluated was the importance of various
elements of the hunting experience to hunters. How hunters rated the
importance of the factors is shown in Table 5.2 (ranked from most
important to least important).
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Table 5.2. HUNTERS’ RANKING OF FACTORS PERTAINING TO
THE HUNTING EXPERIENCE

FACTORS RANKING
Conditions pertaining to the hunt being clearly spelt out 1
Abundance of game 2
Slaughtering facilities 3
Game to be of good size 4
Ranch must have an atmosphere of the wild 5
Clean and comfortable overnight facilities 6
Cooling facilities 7
Knowledgeable and well trained trackers and guides 8
Transport on the ranch 9
Professional services of good quality 10
Very basic accommodation e.g. tents 11
Hunting opportunities for children 12
Ranch should be geographically easily accessible  13
Processing facilities 14
Waterholes to see game up close 15
Meals/beverages 16
Other non-hunting activities e.g. hiking trails 17
Other unique characteristics e.g. Bushman drawings 18
Hotel-type accommodation facilities 19

Local hunters were responsible for ranking the factors in Table 5.2.
Basic services associated with a hunting experience formed part of
the needs of hunters, but ‘luxuries’ like hotel-type accommodation,
non-hunting activities, waterholes, and even meals and beverages,
were not in demand. The hunters desired a product that offered good
value for money.
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When asked to list the main problems encountered during hunting
trips, respondents listed the problems displayed in Table 5.3.

Table 5.3. PROBLEMS EXPERIENCED BY HUNTERS DURING
HUNTING TRIPS

PROBLEMS LISTED BY HUNTERS FREQUENCY
(%)
High prices 35
Ethical problems (deviation from agreements etc) 21,6
Poor service and negative attitude of owner and
staff
13,7
Not enough game/did not shoot anything 9,6
Limited walk-and-stalk opportunities 4,5
Quality and cleanliness of facilities 3,7
Limited affordable hunting opportunities 3,2
Time constraints 3,1
Weather 1,2

As indicated above, high prices were a concern for hunters, indicating
that the average local hunter is price-sensitive. The reason for this
could be that these hunters generally have a limited budget for
hunting. They are not prepared to pay high prices for game, and they
expect hunting providers not to deviate from the conditions agreed
upon. From a positioning perspective, this indicates that hunting
providers who choose to target local hunters should price their
products at a reasonable level, and should provide a value-for-money
experience. Setting prices at acceptable levels should place the
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hunting provider in a position to compete effectively in the chosen
market segment. Once clients have been attracted, hunting providers
then have the opportunity to differentiate their products by the quality
of the services they render. A competitive advantage will be achieved
if the services rendered are in line with client needs.

It was also significant to note that 13,7% of the problems listed had a
bearing on the attitudes of the landowner and staff. If needs-satisfying
products are to be developed, hunting providers should take
cognizance of the influence that their attitudes have on the satisfaction
of clients. Hunting providers who are sensitive to the needs of clients
in this regard could derive a competitive advantage from displaying a
positive attitude to clients. The training of staff in customer care and
customer relationship management could also contribute towards
obtaining a competitive advantage.

Preferred hunting partners were investigated for local biltong and local
trophy hunters. The results are shown in Table 5.4.
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Table 5.4. RANKED ORDER OF PREFERENCES FOR HUNTING
PARTNERS

PREFERENCE TROPHY
HUNTERS
BILTONG
HUNTERS
To hunt on my own 1 4
To be accompanied by a professional hunter 2 8
To be accompanied by the owner of the farm 3 6
To be accompanied by a tracker/guide 4 5
A father-and-son hunt 5 2
To hunt with members of a hunting association 6 7
To hunt with any fellow hunters 7 5
To hunt with friends 8 1
To hunt with family 9 3

The differences regarding preferences for hunting partners between
local trophy and local biltong hunters were to be expected, but these
differences are highly significant from a product development point of
view. In order to ensure a successful hunt, trophy hunters need the
assistance of people who are familiar with the game to be hunted and
with the terrain. They therefore preferred to hunt either alone, with a
professional hunter, or with the owner of the farm.

Biltong hunters, on the other hand, regarded the social part of the
hunting experience as an important factor, hence their preference for
hunting with friends, with their sons, or with family.
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These findings give clear indications of the existence of niche markets.
Hunting providers should consider the preferences of their clients
regarding hunting companions as an optional positioning possibility,
and should consciously guard against imposing on clients if this is not
desired.


5.3 RESULTS OF INTERVIEWS WITH HUNTERS

In the in-depth interviews that were conducted with selected hunters, a
number of aspects that impact on the hunting experience were
investigated. The interviews were conducted according to a number of
questions that served as a guideline for the interview (Annexure B).


5.3.1 BASIC INFORMATION

The first five questions of the interviews dealt with basic background
information. Firstly, the city or town of origin of the interviewees was
determined. With the exception of one person who lived in
Pietermaritzburg, they all lived in the Eastern Cape. The ages of the
interviewees ranged from 21 to 67 years of age, they hunted between
three and fourteen times per year, and each of them shot between 8
and 54 animals per year. The budgets of all the hunters interviewed
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were either limited or fairly limited. The results of this part of the
interview are displayed in Table 5.5 below.

Table 5.5. BACKGROUND INFORMATION SUPPLIED BY
HUNTERS INTERVIEWED



City/town Age Hunts per
year
Animals hunted Buget
available
Hunter 1 Humansdorp 38 3-4 1 Kudu, 1-2 Bushbuck, 4-5
Springbok
Limited
Hunter 2 Pietermaritzburg 30 3-4 10 – 12 animals of different
species
Limited
Hunter 3 Thornhill 21 10 6 Bushbuck, 3 Kudu, 3
Springbok
Limited
Hunter 4 Paradise Beach 67 12 – 15 1 big and 5 small antelope
per year
Relatively
limited
Hunter 5 Port Elizabeth 51 14 5 Kudu, 4 Mountain
Reedbuck, 10 Warthog, 35
Springbok
Limited
Hunter 6 Despatch 55 10 6 Kudu, 12 Springbok, 1
Mountain Reedbuck, 1
Bushbuck, 1 Bushpig
Limited
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5.3.2 REASONS FOR HUNTING

To be in nature was one of the most important reasons for hunting
given by the hunters interviewed. Five of the hunters quoted this as
their most important reason for hunting. Other reasons mentioned why
interviewees hunted included relaxation, getting out of the everyday
routine, the challenge of pitting one’s skills against the animal,
excitement, the social aspects, and the peace and rest associated with
hunting. These findings were in direct correlation with the findings listed
in Table 5.1, where respondents quoted similar reasons for hunting.


5.3.3 THE IDEAL HUNTING EXPERIENCE

Four of the interviewees indicated that enough game to allow for fair
shooting opportunities was an important component of the hunting
experience. Other aspects mentioned included seeing game, not being
pressurised into shooting, the social aspects, the suitability of the
terrain, and being alone in the veld. These factors correlated to a large
extent with the reasons why hunters visit game ranches, pointed out
above (Table 5.1). No single factor could be identified that defined the
ideal hunting experience, but it was pointed out that a combination of
factors makes up the total hunting experience.
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5.3.4 MAIN PROBLEMS ENCOUNTERED

The main problems encountered by the hunters who were interviewed
were related to the hunting contract. They indicated that conditions
were sometimes not clearly spelt out, which led to unpleasantness. As
was shown in Table 5.3 above, this was also the second most frequent
problem encountered by respondents in the study undertaken by Nagel
et al.  (2000). Another problem mentioned was that hunting providers
sometimes set unrealistic conditions, which detracted from the quality
of the hunting experience. It can be argued that problems as discussed
above result from hunting providers with unsatisfactory relationship
management skills. One of the factors regarded as important by clients,
identified in the discussion on relationship management in section 2.11,
is reliability of performance. If hunting providers do not deliver what
was promised, they will not be able to establish good long-term
relationships with hunters.


5.3.5 COSTS IN RESPECT OF HUNTING

 Three important contributing factors relating to the cost of hunting were
considered, namely price of game, day fees, and the price of
accommodation.
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5.3.5.1 Game prices

Price levels were an important consideration for all the hunters
interviewed. As indicated in Table 5.3, high prices were also the most
important problem experienced by hunters in the study by Nagel et al.
It is once again clear that pricing is an important positioning
consideration. As discussed in 5.2 above, hunting providers should set
prices at reasonable levels, so that the hunting experience is within the
financial means of the hunter. Prices regarded as fair by interviewees
ranged from as low as R8-50 per kilogram to as high as R14 per
kilogram. All the interviewees preferred to pay per kilogram for animals
hunted, rather than per animal.

5.3.5.2 Day fees

All interviewees regarded the charging of day fees as a fair practice.
Hunting providers incur expenses to provide services to hunters,
irrespective of the success of the hunt. Interviewees felt that it was fair
that hunting providers should be afforded the opportunity to recoup
their expenses. Fees of as low as R50 per day to as high as R200 per
day were considered to be fair. The services provided by the hunting
provider in relation to day fees charged was an important consideration
when evaluating the fairness of the level of day fees charged.
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5.3.5.3 Accommodation

All the hunters interviewed expressed a preference for a basic type of
accommodation. They specifically stated that luxurious accommodation
was not required. This correlated with the findings given in Table 5.2
above. With the exception of one, all interviewees indicated that the
accommodation should include certain basic facilities. These included
effective protection against the elements, a comfortable bed, and hot
water (especially important in cases of hunting excursions of longer
than a day). 


5.3.6 FACTORS REGARDING GAME TO BE HUNTED

Two aspects regarding game to be hunted were considered important,
namely the numbers of game preferred by hunters, and the variety of
species.

5.3.6.1 Numbers of game

All the hunters interviewed regarded game numbers as an important
factor contributing to the quality of the hunting experience. All of them
said that there should be enough game to allow for fair shooting
opportunities. The hunter from Pietermaritzburg specifically stated that
great distances were travelled in order to hunt, and that fair shooting
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opportunities were therefore an essential component of a good hunting
experience. As was shown in Table 5.2, hunters in the study by Nagel,
Radder and van Niekerk rated abundance of game as the second most
important factor contributing to the quality of the hunting experience.

5.3.6.2 Species variety

There was no agreement between the hunters interviewed regarding
the variety of species preferred. Three of the interviewees were of the
opinion that the greater the number of species available for hunting, the
better the quality of the hunting experience. The other three
interviewees stated that the number of species available for hunting
was not important, but that the species hunted for should be available
in sufficient numbers to allow for fair shooting opportunities. This is
interpreted as a confirmation that species variety is a positioning
option.


5.3.7 FACTORS RELATED TO THE HUNT

A number of factors that impact on the quality of the hunting experience
were brought to the fore by interviewees. These factors are briefly
discussed below.
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5.3.7.1 Conditions pertaining to the hunting experience

Although there was not general agreement on the fact that conditions
pertaining to the hunt should be provided in writing, all interviewees
strongly agreed that it was of the utmost importance that these
conditions should be clearly spelt out before the hunt commenced. It
was also felt that the hunter had a responsibility to clarify any
uncertainties regarding conditions. Nagel, Radder and van Niekerk
(2001, p.17) found that both ranchers and hunters considered this to be
the most important element contributing to the quality of the hunting
experience.

5.3.7.2 Safety during the hunting trip

The hunters interviewed regarded safety as one of the crucial aspects
relating to the hunting experience. Although statements like ‘non-
negotiable’ and ‘I will leave immediately if safety aspects are neglected’
were used by some of the interviewees, they also stated that very few
(if any) problems had been experienced in this regard.

5.3.7.3 Type of hunt

There was a general preference for walking-and-stalking as a hunting
method, mainly because this is regarded as a more challenging way to
hunt. Although one interviewee indicated that this was the only hunting
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method that he would use, the others felt that the game species hunted
and the terrain where hunting took place often dictated the type of
hunting method to be used. Nagel, Radder and van Niekerk (2000,
p.35) found that walking-and-stalking was the most preferred hunting
method, followed by beating (‘aanjaag en voorsit’).

5.3.7.4 Support provided

Interviewees felt that support was needed to retrieve carcasses,
especially in the case of larger antelope and in difficult terrain.
Assistance in this regard was viewed as essential in the case of older
hunters. Interviewees felt that a guide who knows the area and the
habits of the game, greatly enhances the hunter’s chances of success
when hunting in unknown territory.

5.3.7.5 Role of the hunting provider

There was agreement amongst the hunters interviewed that the hunting
provider should lay down the rules applicable to the hunt. The hunting
provider should be aware of the needs of the hunters, and should
attempt to satisfy these needs. Three of the interviewees specifically
stated that they preferred the hunting provider to keep a low profile
once the rules had been communicated. In Table 5.4, it was shown that
the hunting provider was not preferred as a hunting companion by local
biltong hunters – an important positioning consideration.
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5.3.7.6 Size of hunting area

The hunters interviewed were in agreement that the hunting area
should be large enough to allow for a substantial amount of hunting to
take place without the same area being covered more than once. Two
hunters indicated that a minimum area of between 3 000 and 6 000
hectares was required.

5.3.7.7 Game fencing

There were totally opposing views amongst the hunters interviewed
regarding their preference for hunting on ranches that were game-
fenced. Two interviewees were in favour of game fencing because it
improved shooting opportunities, and allowed for hunting also outside
the stipulated hunting season. Two interviewees felt strongly that they
preferred to hunt in open veld as this is a more natural situation that
allows for a more challenging hunt. It was also felt that the size and
condition of game was better in open veld. One interviewee did not
have strong preferences about this. The remaining interviewee was
undecided, as he believed that there were advantages and also
disadvantages to game-fenced farms.
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5.3.7.8 Physical inputs required

Although the hunters interviewed were generally prepared to make
physical inputs during the hunt, the feasibility of doing so is determined
by the age and physical condition of the hunter. Older hunters usually
cannot walk long distances or assist with the retrieval of carcasses.
Hunting providers should therefore ensure that labour is available to
assist hunters with tasks like retrieval of carcasses.


5.3.8 SOCIAL ASPECTS

5.3.8.1 Social experience

This part of the hunting experience was viewed as being important by
all the hunters interviewed. They all believed that the hunting group
should consist of friends who get along well. The hunting excursion
could, however, also provide an opportunity to meet new friends. One
of the valued aspects of the hunting experience was the opportunity to
relax, and the interviewees felt that this could be achieved by
socialising with friends after the hunt. As can be seen in Table 5.1, it
was pointed out that, although not the most important reason, the
social aspect was an important reason why hunters visited game
ranches.
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5.3.8.2 Accommodation

The accommodation supplied by the hunting provider contributes to the
atmosphere of the hunting experience. All the hunters interviewed
indicated that they did not require luxurious accommodation. They did
indicate that the accommodation provided should create a feeling of the
wild. Two of the hunters interviewed expressed a preference for
accommodation without electricity supply.  A campfire and the
preparation of one’s own food were also associated with a pleasant
part of the hunting experience. These findings correlated with the
findings shown in Table 5.2, where hunters expressed a definite
preference for basic accommodation rather than hotel-type
accommodation.


5.3.9 FACTORS RELATED TO MEAT

5.3.9.1 Slaughtering facilities

Not one of the hunters interviewed expressed a preference for modern
slaughtering facilities. All of them, however, indicated that basic
facilities were required, and that it was preferable to receive assistance
with the gutting and hanging of animals. There was agreement that the
facilities should be clean, and that staff should be skilled at the job of
gutting and slaughtering. With two exceptions, all the hunters preferred
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to transport their meat in the skin – obviating the necessity for skinning
facilities. The importance of suitable slaughtering facilities was
underlined in Table 5.2, where it received the third-highest rating.

5.3.9.2 Cooling facilities

All the hunters interviewed believed that cooling facilities were essential
to prevent meat from going off. This is especially true in the case of
extended periods of hunting.

5.3.9.3 Processing facilities

Only one of the hunters interviewed expressed a need for processing
facilities. A second hunter did not regard it as essential, but saw it as a
valued option. The others all did their own processing at home, and
they regarded this as the final component of the hunting experience.



5.3.10  THE ATMOSPHERE OF THE RANCH

This element of ‘the hunting experience’ was viewed as being important
by all the hunters interviewed. They all felt that the place where hunting
took place should create the feeling of being in the wild. The terrain, the
vegetation, and the location of the ranch, contribute to the atmosphere.
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The importance of this factor was underlined in Table 5.2, where it was
ranked as the fifth most important factor.


5.4 SUMMARY OF FINDINGS

The results of the interviews with hunters to a large extent correlated
with the results of the study by Nagel, Radder and van Niekerk.  A
number of significant conclusions could be drawn from the results of
the interviews with hunters. Regarding a number of aspects of the
hunting experience, the hunters were in agreement on the services
they prefer. On a number of other aspects there was disagreement on
their preferences. These results are summarised below.

 
5.4.1 ASPECTS REGARDING SERVICES REQUIRED THAT HUNTERS
AGREED ON 

In Table 5.6 below, aspects on which hunters agreed about the
services they preferred during a hunting excursion, are listed.
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TABLE 5.6. AREAS OF AGREEMENT IN HUNTER PREFERENCES
REGARDING PROVISION OF SERVICES DURING A
HUNTING

EXCURSION
ASPECT OF THE
HUNTING
EXPERIENCE
ELEMENTS OF AGREEMENT
Reasons for hunting To be in nature
Main problems
encountered
Lack of clarity regarding conditions pertaining to the
hunt
Game prices Payment per kilogram
Day fees Must be fair - amount charged must be in relation to
the services rendered
Hunting contract Very important that it should be clearly spelt out
Accommodation Basic and not too expensive
Game numbers Enough to allow for fair shooting opportunities
Social experience Hunting party should consist of friends who get along
well
Safety aspects Should receive priority
Support provided Assistance for retrieving carcasses and availability of
a guide if hunter not familiar with terrain
Role of hunting
provider
Must lay down ground rules for the hunt
Slaughtering facilities Basic, clean facilities needed
Cooling facilities Essential, especially in case of extended hunting
excursions
Size of hunting area Must be large enough so that it will not be necessary
to cover the same area twice
Ranch atmosphere Must create feeling of being in the wild
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5.4.2 ASPECTS OF THE HUNTING EXPERIENCE THAT HUNTERS
DIFFERED ON REGARDING SERVICES REQUIRED

Aspects of the hunting experience in which hunters were not in
agreement regarding their preferences for the services desired, are:

 * The level of prices to be charged for game;
 * The level of day fees;
 * The variety of game species available for hunting;
 * The type of hunting method preferred;
 * The need for processing facilities;
 * The preference to hunt in a game-fenced area;
 * The role of the hunting provider during the hunt; and
 * The ability to make physical inputs

The aspects that hunters differed on regarding their needs for specific
services create opportunities for hunting providers to customise
experiences for specific market niches. Specific experiences should be
developed to cater for specific needs that hunters express.


5.5 PRODUCT DEVELOPMENT IN THE HUNTING INDUSTRY

The typical hunting provider in the Eastern Cape owns a one-man
business, where the owner usually also performs most of the
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management functions. The hunting provider normally does not have
the infrastructure and resources of a big company.  In Figure 2.6, a
product development process was proposed. A much simpler process
with fewer steps and with fewer management levels involved will
probably be needed for product development in the hunting industry
compared to the process needed in larger organisations. It must also
be borne in mind that the hunting provider may be faced with a number
of limitations regarding the possibility of adding specific features to the
product. The ranch will have a specific type of vegetation that can
support only a limited range of game species. The terrain where
hunting takes place cannot be modified, and may limit the types of
hunting methods that can be used. Laboratory conditions for the testing
of new products do not exist.  These and other limitations pose
challenges to the hunting provider regarding the development of new
products. This should, however, not deter the hunting provider from
developing needs-satisfying products.

The researcher proposes the simplified model in Figure 5.1 for product
development in the hunting industry.
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Figure 5.1. CONCEPTUAL MODEL FOR PRODUCT DEVELOPMENT


















Source: Researcher’s own construction
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utmost importance. One way of receiving feedback about the hunting
experience is to afford hunters the opportunity to evaluate their
experience after a hunt. If possible, hunters should be asked to provide
structured, written feedback about the experience. An evaluation form
with a number of pertinent questions about the hunting experience may
be used for this purpose. Oral feedback could also provide valuable
insights into the needs of hunters. What is important, though, is that
hunting providers should create a mechanism to receive information
about hunters’ needs on an ongoing basis. The feedback received
should be evaluated, and current products (experiences) should be
adapted, or new products (experiences) developed if necessary.

Taking into account the elements associated with the hunting
experience discussed in 5.4, and the preferences of hunters regarding
these elements, a process of developing a product (experience) to
satisfy the needs of the chosen market segment can now be
developed. This is represented in Figure 5.2.
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Figure 5.2. PRODUCT DEVELOPMENT FOR A HUNTING EXPERIENCE
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The conceptual framework developed above will now be illustrated
based on the data from the in-depth interviews conducted as part of
this study.  A more detailed explanation of issues to be addressed in
offering the hunting experience are discussed following the simplified
example of the application of the product development model illustrated
in Figure 5.2.

Firstly, certain assumptions should be made about the physical
properties of the ranch, the available infrastructure, the resources
available, and the preferences of the rancher. A typical Karoo game
ranch will be used for the purposes of this application. It is assumed
that the size of the ranch is 4 000 hectares, and that kudu, springbok
and blesbok are available for hunting purposes. It is further assumed
that the ranch is not game-fenced, but that the terrain is suited to both
the walk-and-stalk and beating methods of hunting. The hunting
provider has transport and staff available to assist in the hunt.
Accommodation is available in a restored farmhouse.

The first step in the product development process, namely the selection
of a market segment, does not allow the rancher much freedom as that
the physical properties of the ranch, infrastructure and available
resources to a large degree dictate specialisation in providing hunting
experiences to local hunters. The hunting provider, however, needs to
identify the target market (particle market) more specifically, for
example the hunting provider could decide to focus on local hunters
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with a need for challenging hunting conditions, or affluent local hunters
with the need for a social experience and easy hunting conditions.
Table 5.5 indicated that all the hunters had an average-to-limited
budget available for hunting, while Table 5.6 shows that there was
agreement amongst the hunters that their main reason for hunting was
to be in nature. The needs within the segment thus rule out offering an
experience associated with affluent hunters desiring a social
experience and easy hunting conditions.

The next step is to determine individual client needs with a view to
customising products to fit the needs of specific clients. In the case of
the six hunters interviewed, it was found that they had similar needs
regarding conditions of the hunt, game numbers, safety aspects,
availability of assistance, slaughtering facilities, cooling facilities,
atmosphere of the ranch and size of the hunting area (see Table 5.6).
These needs were identified as core elements of the hunting
experience, and the hunting provider should ensure that these needs
are met. It is therefore necessary that conditions pertaining to the hunt
should be provided to hunters (preferably in writing) before the hunting
trip commences. Game should be available in sufficient numbers to
allow for fair shooting opportunities. The hunting provider should
ensure that the hunt is well controlled, and that all participants are
familiar with the rules regarding safety. It is also required that the
hunting provider should keep a relatively low profile after laying down
the rules of the hunt. In addition, staff should be available to render
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assistance with retrieving and gutting of animals. Facilities for
slaughtering should be clean and hygienic, and cooling facilities should
be available. The provision of basic accommodation that provides a
feeling of the wild is also required.  Availability of the facilities and
services discussed above would ensure that the basic needs of the six
hunters interviewed were satisfied.

There are, however, also other elements of the hunting experience,
identified as variable elements, that should be considered. The first
factor to be considered is game prices. All the hunters interviewed
preferred to pay on a per-kilogram basis for animals hunted. Regarding
the level of prices to be paid for animals, day fees and accommodation,
hunters had differing views. The hunting provider should, however,
ensure that prices are set at a level that provides a value-for-money
experience.

The hunters interviewed preferred basic accommodation with basic
amenities like a bed and hot water. Some of the hunters preferred
accommodation without electricity, while one hunter preferred a bush
camp. Should the hunters be informed upfront that accommodation
would be available in a restored farmhouse, the need for basic facilities
would be met.  The opportunity to camp in the veld could possibly be
made available as an accommodation option, without too much cost to
the rancher.
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The hunters interviewed further indicated that they required differing
levels of support. The hunting provider has transport and staff available
to support the hunters if and when needed. Not all the hunters
interviewed were of the opinion that a wide variety of species should be
available for hunting.  It is, however, important that the hunting provider
verify whether the hunters would be satisfied with hunting only the
kudu, springbok and blesbok available on the ranch.

The needs of the hunters interviewed regarding hunting methods would
be satisfied by providing walk-and-stalk and beating as hunting options,
and if informed about the options, hunters would realise that their
needs in this regard were being catered for. Processing facilities were
not regarded as essential by the hunters interviewed, but would be a
valued option. In this hypothetical case study, no processing facilities
are available. Not catering for processing facilities would probably not
cause negative feelings, as the hunters who were interviewed did not
regard this as a priority.

There were opposing preferences regarding hunting in enclosed areas.
The hunting provider should ensure that prospective clients are
satisfied with the offering in this regard. In the hypothetical case study,
two of the hunters who were interviewed indicated a preference for
hunting in enclosed areas, as this improves shooting opportunities. It is
therefore possible that these two hunters would not be happy with the
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product offering, and it is even possible that they could decide not to
take part in the hunting experience.

Based on the selection of the variable and core elements of the
offering, a customised hunting experience can now be offered to the
target customers. The importance of client satisfaction has been
stressed throughout this study. Client satisfaction is achieved when
needs are met. A strong relationship with the hunting provider
facilitates the candid statement of needs by the hunter, and honest
feedback about the hunting experience. This helps the hunting provider
to get insight into the needs of the hunter. This knowledge now enables
the hunting provider to customise the hunting experience to individual
hunter needs. 


5.6 A GENERAL PROCEDURE FOR STAGING A HUNTING
EXPERIENCE

The procedure put forward below for staging a hunting experience
could contribute to providing a satisfying hunting experience for the six
hunters interviewed. It is believed that the procedure could also be put
forward as a general procedure to be followed by hunting providers in
the Eastern Cape when staging a hunting experience.
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• At the time of first contact, the hunting provider should
ensure that prospective clients are informed about the
physical properties of the ranch and about the
available infrastructure. The hunting provider should
also ensure that prospective clients are informed
about important aspects relating to the hunting
experience, like hunting methods, species available
for hunting, availability of enclosed hunting areas,
hunting conditions, and game numbers. This
procedure should ensure that only clients within the
target market are recruited.

• The next step is that the hunting provider should give
prospective clients a written copy of the conditions
pertaining to the hunt. This should ensure that there
are no misunderstandings regarding hunt conditions.
Aspects that should be included in the document are
price levels for game, for day fees and for
accommodation, conditions pertaining to
accommodation, what services are covered by day
fees, method of payment required, availability of
slaughtering and cooling facilities, policy regarding
wounded game, calibre and ammunition restrictions
and safety rules.
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• If clients are satisfied with the offering and decide to
book a hunting trip, the hunting provider should
proceed to customise the experience to the needs of
specific hunters. In the case of the six hunters
interviewed, the hunting provider should ensure that
all aspects of the accommodation are in order.
Everything regarding the accommodation should be
neat and clean, and everything should be functional.
The hunting provider should bear in mind that the
social component of the hunting experience is also
important, and aspects like braai facilities and
firewood should be provided. An alternative
accommodation option, namely camping in the veld,
should also be considered. As a general rule, hunting
providers should ensure that a customised product is
supplied, based on client needs.

• Before commencement of the hunt, the hunting
provider should ensure that the cooling facilities are in
good working order. It should also be ensured that the
slaughtering facilities are clean and hygienic.

• Staff should be provided to assist during the hunting
trip. The amount of assistance required should be
discussed with the hunters, and suitably trained staff
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should be provided to assist where required. Hunters
should be afforded the opportunity to assist and to
make physical inputs as desired.

• Before commencement of the hunt, the hunting
provider should ensure that all hunters are familiar
with the rules regarding safety. The hunting provider
should control the hunt, and provide assistance to
hunters when required, but should at the same time
keep a low profile and not impose on the hunters if
this is not desired.

• The hunting provider should also attempt to satisfy the
desires of hunters regarding hunting methods. Taking
into account the restrictions imposed by the terrain
and the size of the hunting area, it may be possible to
allow hunters a choice of hunting methods, for
example one hunter may be allowed to walk-and-stalk
in the company of a guide, while the other hunters in
the group may take part in hunting driven game
(beating) under the guidance of the hunting provider. 

• The hunting provider and the staff should be sensitive
to the needs of hunters throughout their stay, and
should try to provide outstanding service. The hunting
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provider should attempt to foster a long-term
relationship, and to win the trust of the hunters.
Feedback on the hunting experience should also be
acquired, to evaluate to what extent the hunting
experience had been customised to the needs of the
hunters.


5.7 POSITIONING OF THE PRODUCT

Once developed, the product should be correctly positioned. In chapter
2, the steps in the positioning of products were discussed. The seven
steps that were proposed are again displayed below, after which each
of the steps is briefly discussed.

THE PRODUCT POSITIONING PROCESS
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As can be seen from the Figure above, the first step in the positioning
of products is segmentation of the specific market, and selection of a
target segment. Segmentation of the hunting market was considered in
2.17 above, and it was shown that the hunting market consists of
various segments. It was stated that the hunting market could broadly
be divided into a local and an international market. The local market
consists of South African hunters and the international market of
hunters from various foreign countries. Within these markets there are
specific segments defined by the specific needs of clients. Factors like
affluence of the hunters, the amount of comfort they require during the
hunting trip, the type of hunting experience they desire, their physical
abilities, ethical considerations, the hunting equipment used, and
various other factors, would define specific market segments. Hunting
providers have the option of serving the total market, or one or more
selected segments of the market. 

As the next step in the positioning process, hunting providers should
select one or more of these segments to focus on. Hunting providers
need to consider their core competences and the natural attributes of
their ranches, before selecting a target segment. A prerequisite for
competing successfully is that a strategic fit is required with the target
market segment, effectively ensuring that the organisation has the core
competences, resources, and correct strategy to serve the needs and
wants of the target segment.
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The next steps in product positioning are the identification of customer
needs and the development of products to cater for the expectations of
clients. These steps were discussed above. It was seen that hunters
have specific needs that may be divided into core and variable
elements. It was also pointed out that the hunting provider could
customise products to the needs of clients, by incorporating the desired
variable elements of the hunting experience into the product offering.   

The fifth step is to evaluate the positions of competitive offerings in the
target market, and to find areas to differentiate the product from
competing products. It is possible that a number of competitors may be
active in the chosen market segment. In order to compete successfully
in the market segment, the hunting provider must offer value to the
client. Differentiating the product from the products of competitors is
one way of achieving a competitive advantage. If the product contains
unique features that are desired by clients, a strong competitive
advantage will be achieved. Hunting providers should therefore
examine the products of competitors, and should attempt to build
features into their own products that will differentiate their product from
competitive offerings, but that will still satisfy the needs of their target
customers. This may be achieved by incorporating carefully selected
variable elements of the hunting experience into the product offering. It
should once again be stressed that knowledge of client needs is
essential if the desired variable elements are to be incorporated into
the product offering.
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The sixth step in the positioning process is to select an image for the
product that sets it apart from competing products. The selection of a
product image should be based on a detailed evaluation of client
preferences in the chosen market segment. If the product image is to
appeal to the client, it must address the positive aspects of the hunting
experience desired by target clients.

Lastly, the product attributes must be communicated to the market
place. It was pointed out in 2.8 above that the objective of
communication strategies is to influence choice or rejection in the
market chain and at the end-user level. Influence is exerted by
developing outstanding customer interface strategies, and through
advertising, promotion and public relations. It is therefore essential that,
once the organisation has chosen a position, it must take strong steps
to deliver and communicate the desired position to target customers.
Achieving a desired position in the minds of customers means that the
desired position has been effectively communicated to the target
market. An organisation’s total marketing communications programme
– called its promotion mix – consists of the specific blend of advertising,
personal selling, sales promotion, and public relations tools that the
organisation uses to pursue its advertising and marketing objectives
(Kotler & Armstrong 1996, p.461). Methods of communication with
target customers will differ according to specific characteristics of the
organisation and target market. It is important, however, that effective
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communication strategies be developed as an integral part of
positioning activities.

It was seen from Table 4.17 that most hunting providers communicate
with the market to promote the products they offer. Only 9,3% of
respondents did not market their products at all. Most of the marketing
was done by means of advertisements and through agents. A
significant number of hunting providers, however, relied on ‘passive’
marketing, believing that word-of-mouth would promote their products.
It is argued that a more intense communication with the market in the
case of these hunting providers could attract more clients and improve
the return received from hunting activities.

As part of their communication strategy, hunting providers should also
bear in mind the supply of products.  A sufficient supply of products
should be readily available at the right price. The number of hunts that
are available is limited by the number of animals available for utilisation
during a specific period of time. It is thus necessary to balance the
amount of market communication with the availability of the product. 


5.8 SUMMARY

In this chapter, market segments within the hunting market, and the
products that hunters desire, were investigated. A study by Nagel,
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Radder and van Niekerk and in-depth interviews with hunters were
used as basis to solve sub-problem 4 of the study. In-depth interviews
were conducted with six hunters, regarding their preferences for
services during a hunting trip. A number of pertinent factors relating to
the hunting experience were investigated. It was found that the hunters
had similar needs on a number of core aspects of the hunting
experience, while they had differing needs regarding other aspects of
the hunting experience. There was a high degree of correlation
between the results obtained from the interviews and the results
obtained from the study by Nagel, Radder and van Niekerk. The results
obtained from the above-mentioned two studies were used to construct
a conceptual framework for the process of product development in the
hunting market.













 222
CHAPTER 6

SUMMARY OF MAJOR FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS


6.1 INTRODUCTION

This study had two major thrusts, firstly to profile the game and
hunting industries in the Eastern Cape, and secondly to explore the
hunting market and make recommendations about suitable products
for this market.

One of the forms of utilisation of game in the commercial game
industry is hunting. The hunting market is not a homogeneous market,
but is made up of segments with specific hunter preferences within
each segment. If they are to compete effectively within the hunting
market, hunting providers need to develop products that are suited to
client needs. Information on these client needs can be used to identify
market segments, allowing the hunting provider a choice of the
segment(s) to be targeted. Not only must suitable products be
developed for the chosen market segments, but these products must
also be suitably positioned within the market.
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Basic information on the characteristics of the game and hunting
industries in the Eastern Cape was not readily available. If any
meaningful recommendations about product development and about
positioning were to be made, an important initial step would be to
investigate the game and hunting industries in the Eastern Cape
against the background of particular circumstances and environmental
factors. As the study would focus on hunting, information on the size
and characteristics of the hunting industry in particular, was needed
before progress could be made with product development and
positioning.

A brief overview of the major findings of each of the previous five
chapters is now provided.

6.2 SUMMARY OF MAIN FINDINGS

6.2.1 INTRODUCTION AND PROBLEM STATEMENT

The first chapter of this study focused on setting the scene and
defining the main problem and sub-problems. Suitable methodologies
for conducting the research were also investigated.

The hunting industry was found to be in a strong growth phase,
resulting in new hunting providers entering the industry on an ongoing
basis. This underlined the necessity of determining the needs of
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hunters and of developing customised products. If the products
offered to hunters were not in line with their needs, this would lead to
dissatisfied clients, harming not only the individual hunting provider,
but also the industry.

The methodologies chosen for this study were, firstly, a literature
study to build a theoretical base for the study. Secondly, a mailed
questionnaire to ranchers was used to develop a profile of the hunting
industry in the Eastern Cape and to investigate the products currently
offered by hunting providers. The third research method employed
was participation as a member of a team in a survey of hunter
preferences, followed by in-depth interviews with hunters to further
determine their needs and wants. 


6.2.2 PRODUCT DEVELOPMENT AND POSITIONING

A literature study was undertaken to de-mystify the concepts
‘positioning’ and  ‘product development’. The concepts were
investigated from different perspectives, resulting eventually in the
development of conceptual models for the two processes.

Positioning could take place at three levels, namely positioning of the
firm, positioning within the market, and positioning of the product. To
 225
obtain a competitive advantage, it is essential that attention be given
to positioning at all three levels.

If suitable products were not available to clients, they would be
dissatisfied with their hunting experience. The product development
process was therefore viewed as an essential function to be
performed by hunting providers. It was further found that incorrect
positioning of the products offered would lead to a loss of competitive
advantage, resulting in a business that could not compete effectively
within its chosen markets.


6.2.3 LITERATURE STUDY ON THE HUNTING INDUSTRY

Reliable information could be sourced about the hunting activities of
foreign hunters who had visited South Africa. Detailed statistics were
available regarding factors like the number of days hunted, number of
animals hunted, income generated from this source, and a number of
other factors. This information was discussed for both the national and
the provincial hunting industries that cater for foreign hunters. It was
concluded that foreign hunters were a valuable source of income, but
that the income derived from the local hunting market was about R450
million compared to R153 million for foreign hunters. Hence
investigation of the product development process focused mostly on
the needs of local hunters.
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Information on the activities of local hunters was not readily available.
The information that could be found was examined and discussed. It
was concluded that the role of local hunters in the hunting industry
was extremely important not only regarding their spending, but also in
regard to their role in hunting non-trophy animals. The need for
investigating the activities of local hunters in more detail was clearly
illustrated by the unavailability of reliable information on this section of
the industry.


6.2.4 FIRST-HAND INFORMATION OBTAINED FROM THE RANCHERS IN
THE EASTERN CAPE

This part of the study was undertaken with the objective of establishing
a profile of the game and hunting industries in the Eastern Cape. A
mailed questionnaire was administered to ranchers in the study area.
The questionnaire consisted of two sections. Section A dealt with
general information like size of land, farming activities, presence of
game on the land, game numbers and utilisation of game. Section B
dealt with hunting-related activities.

Section A of the questionnaire produced data that could be used to
determine the average size of ranches, main types of farming activities,
and amount of land that was game-fenced. It also rendered data on
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game numbers and game utilisation. Most ranches where game is
utilised to generate an income operated as one-man businesses. The
average size of the ranches were 3 563 hectares, and 14,8% of the
ranches were game-fenced. The main game-producing areas coincided
with extensive livestock farming. At the time of this study, hunting
activities in the Eastern Cape rendered an income of R101 million per
year, cropping R44 million, and live game sales R18 million. The value
of the animals utilised annually was about R168 million, with kudu
rendering the greatest income, followed by springbok and blesbok.
Regarding the numbers utilised, springbok is the most important
species, followed by kudu and mountain reedbuck.

Section B of the questionnaire covered a range of activities related to
hunting, including marketing of products, accommodation offered,
services rendered to hunters, hunting methods employed, prices, day
fees, competition, and income derived from hunting activities. The
majority of hunters who visited game ranches were local hunters,
representing 78% of the total number of hunters who visited game
ranches.  The most important methods of marketing used by
respondents were agents, word-of-mouth, and advertisements.

On most ranches more than one hunting method was used. In most
cases hunters were allowed a choice of hunting method, but in more
than 30% of the cases no choice was given.
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Hunters preferred prices to be calculated per kilogram rather than per
animal. The most common method used to calculate weights was by
weighing the carcass in the skin (eviscerated, head and feet off, pluck
out). Foreign hunters paid significantly higher prices for game in
comparison to local hunters.

Nearly half of the hunting providers in the Eastern Cape did not charge
day fees. The day fees charged in the case of foreign hunters was
about six times more than the day fees charged in the case of local
hunters.


6.2.4 INTERVIEWS WITH HUNTERS

In-depth interviews were conducted with six hunters. Their feelings and
perceptions about a number of aspects related to the hunting
experience were investigated. Interviewees were asked to express
themselves about preferences regarding certain aspects of the hunting
experience. Aspects examined included reasons for hunting, main
problems experienced, factors related to pricing of the products, factors
related to the hunt itself, factors related to the game to be hunted,
social aspects, and factors related to the care and processing of the
meat. The results obtained from the questionnaires were compared to
results obtained from an earlier study by the researcher, in conjunction
with Nagel and Radder.
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It was found that the elements related to the hunting experience could
be separated into core and variable elements. The core elements were
those that hunters desired in every hunting experience. There was
general agreement amongst hunters on the importance of these
elements, which could be regarded as basic requirements that a
hunting provider should make available to clients. The variable
elements are those elements that could be employed by the hunting
provider to satisfy specific target market needs. Hunters differed
regarding their opinion on the importance of these elements, which
include aspects like price levels, service levels, quality of
accommodation, preferred hunting methods, and meat-processing
facilities. 

The combined findings of the interviews and the study in conjunction
with Nagel and Radder were used to develop a conceptual model on
product development for the hunting market, indicating how the
development of suitable products could lead to client satisfaction.

Finally, product positioning was investigated, applying positioning steps
to the hunting market and illustrating how hunting providers should
position their offerings. It was found that market needs should be
established, and that suitable products should be developed. A suitable
image should be selected for these products, and this should be
communicated to target clients. 
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6.3 CONCLUSIONS

Conclusions are drawn on a number of aspects regarding the game
and the hunting industries in the Eastern Cape. Conclusions are also
made about positioning and product development, and how these
processes could assist hunting providers to obtain a competitive
advantage in the hunting market.


6.3.1 HYPOTHETICAL CONCEPTUAL FRAMEWORKS

Two hypothetical conceptual frameworks were developed during this
study and their application in the hunting industry was tested. It is now
concluded that these frameworks may be used as basis for positioning
and product development in the hunting industry, provided that note is
taken of particular factors that may impact on the processes of product
development and positioning. These factors include the physical
characteristics of the ranch, factors in the business environment, and
other factors like the role of the hunting provider, species variety, and
atmosphere of the ranch.
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6.3.2 POSITIONING

Positioning takes place at different levels, namely positioning in a
market, positioning of the organisation, and positioning of the product.
Market positioning is the choice of the target market to be served.
Positioning of the organisation involves the decision how to compete in
the market place – building defences against competitive forces and
utilising opportunities. Positioning of the product reflects the attributes
that differentiate the product from competitive offerings.

It is concluded that certain particular circumstances are found in the
hunting industry, and the influence of these circumstances on product
development and positioning should be carefully noted. Factors like
government policies, the role of organisations in the game industry, and
the dynamics of the hunting industry in the Eastern Cape may
influence the position that should be chosen for the firm. Other factors
like game numbers, species variety, and the natural attributes of the
ranch, may also influence positioning in the hunting market.

Hunting providers pointed out that there was not strong competition in
the hunting market. The absence of malaria, the abundance of game in
the Eastern Cape, and its scenic beauty, are regarded as the most
important factors that contribute to a competitive advantage for the
Eastern Cape. The general lack of strong competition in the hunting
market in this province created a favorable business environment for
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hunting providers at the time of this study. It is therefore possible to
position the firm favourably in the hunting market.

The positioning process consists of a number of steps, starting with
taking cognizance of particular circumstances, market analysis and
choice of a target market, leading to needs identification within the
target market and developing suitable products to satisfy the needs.
Product positioning then takes place, aiming at acquiring a distinct
position in the minds of customers. Continuous evaluation of the
chosen positions should take place, and repositioning should be
considered if the chosen positions do not produce the desired
competitive advantage. This integrated approach to positioning could
be of great value to the organisation, as it could ensure a competitive
advantage flowing from the correct positioning of desired products.

Product development is one of the steps of the positioning process.
The development of products is based on the needs of the target
market, and the product offering should include the features desired by
the clients. 

Organisations involved in the hunting industry impact on positioning
and on product development. These organisations fulfil functions like
promotion of South African hunting, lobbying of government and
government departments, input regarding legislative and policy
processes, advice and assistance to ranchers on various aspects
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related to game ranching and hunting, inspection of standards of
facilities, and a range of other functions. Inputs are therefore received
from hunting organisations on a number of positioning issues. These
inputs assist hunting providers to develop and position their products.


6.3.3 PRODUCT DEVELOPMENT

The successful development of new products depends largely on the
success of the needs analysis process. If the needs of prospective
clients are successfully identified, needs-satisfying products could be
developed and this should result in satisfied clients. The hunting
provider faces a number of challenges with regard to the product-
development process. Certain features of the product offering are
related to the physical features of the ranch, and cannot be altered.
There are also certain elements of the hunting experience that may be
regarded as core elements. These elements are desired by most, if not
all, hunters, and should form part of the product offering. Certain other
features may be regarded as variable features, which afford hunting
providers the opportunity to achieve product differentiation. These
elements of the hunting experience should be matched as closely as
possible to the needs of target clients.
 
It is concluded that the success of product development will be
determined by the success of correctly determining client needs, and
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by the extent to which hunting providers succeed in matching variable
elements of the hunting experience with hunter needs. 

Relationship management can play an important part in developing a
suitable product offering. A number of factors that clients seek from a
provider were identified in the discussion on relationship marketing in
section 2.11. It was concluded that hunting providers could forge long-
term relationships with hunters, and thereby obtain a competitive
advantage if desires of hunters in this regard received the necessary
attention.


6.3.4 THE HUNTING INDUSTRY

Hunting is the most important income-generating activity in the game
industry. In the year 2000, the share of the hunting market (foreign and
local hunters combined) was estimated at R603 million per annum,
from a total income of R843 million for the game industry.

Detailed and reliable information regarding their hunting activities is
available on foreign hunters that visit South Africa. This segment of the
hunting market generates valuable foreign exchange and is mainly
based on trophy hunting. This market may be regarded as a lucrative
one, as overseas clients are generally prepared to pay high prices in
 235
South African terms to hunt trophy animals. Foreign hunters spend
about R153 million per annum on hunting activities.

A number of conclusions may be made regarding the profile of the
hunting industry in the Eastern Cape.        

Local hunters hunt mainly for venison and the trophy status of the
animal is a secondary consideration. Local hunters fulfil a very
important function in the game industry by hunting also female and
sub-adult animals – thereby creating a specific market segment.

Game ranching may be regarded is one of the less important activities
on ranches, accounting for more than 10% of the income of the ranch
in only 26,3% of cases. The game industry in the Eastern Cape in
general, and the hunting industry in particular, cannot be regarded as
major contributors to the income of most ranches. Traditional livestock
farming is still by far the most important form of income generation for
the majority of ranches in the Eastern Cape. It is therefore concluded
that there is scope for further development for the game industry, as it
is possible to replace domesticated animals with game.

A total of 35 game species are found on ranches in the Eastern Cape.
Three species, namely springbok, mountain reedbuck, and kudu,
account for the largest numbers of game encountered. When
comparisons are made between game numbers obtained from this
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present study (reported in chapter 4) and game numbers reported by
Buys and Pauw (reported in Table 3.5), marked differences in numbers
are noted. This may be as a result of different study areas covered by
the surveys. In this present study the coastal areas were excluded from
the study area. This may account for the higher numbers of bushbuck
reported in the study by Buys and Pauw. A second factor that should
be taken into account is that the survey of Buys and Pauw was carried
out twelve years ago, and many developments have since taken place
in the game industry.

The utilisation of game in the Eastern Cape is taking place at
sustainable levels. Hunting has been found to be the most important
form of utilisation, followed by cropping and live game sales.

It is possible to increase the income obtained from utilisation of game,
as more than half of respondents with game on their ranches presently
do not attempt to derive an income from the game. It is therefore
concluded that the economic importance of the game industry could
increase in the future.


6.3.5 HUNTING PRODUCTS

One of the important steps in product development is to ascertain the
needs of clients. One of the methods used for determination of needs is
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to obtain feedback from hunters about their hunting experience. It was
found that needs determination is generally not well executed, as a
significant number of hunting providers do not receive any feedback
from clients, and most of those who do receive feedback, receive it
orally and in an unstructured form. It is thus concluded that hunting
providers would be in a position to render a better service if client
needs were determined more accurately.

Foreign hunters are generally trophy hunters, and are not concerned
about the meat of the animals hunted. Local hunters, on the other
hand, are mostly venison hunters, and for them the quality of the meat
is of great importance. The availability of suitable cooling and
slaughtering facilities is therefore important to the latter group. Less
than half of the hunting providers have cooling facilities available, but
most hunting providers have suitable slaughtering facilities available. It
is concluded that cooling facilities are important, and a better service
could be provided if all hunting providers had cooling facilities available.

The majority of hunters do not receive a written copy of conditions
pertaining to the hunt. This was pointed out as the main problem
encountered by hunters, as it may lead to misunderstandings regarding
the conditions of the hunt.
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6.3.6 HUNTERS’ NEEDS

There are many elements that make up a hunting experience. These
elements include hunting costs, game, the hunt, social aspects, the
meat, and other aspects like the atmosphere of the ranch.

A number of elements of the hunting experience may be regarded as
core elements that should be provided as part of most if not all, hunting
experiences. Hunting providers should ensure that these basic
requirements are met. The core elements include:

• Conditions of the hunt clearly spelt out;
• Fair day fees, meaning a balance between amount
charged and services rendered;
• Sufficient numbers of game to allow for fair shooting
opportunities;
• Safety aspects clearly spelt out and enforced;
• Availability of labour to assist with tasks like retrieving
carcasses, gutting and hanging of carcasses;
• Basic but clean and hygienic slaughtering facilities;
• Cooling facilities, and
• A large enough hunting area.

In addition to these core elements, there are a number of elements that
may be regarded as variable  elements, which could be included or
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excluded from the hunting package, depending on the needs of the
target market or individual hunters. The variable elements include:

• Price levels for game;
• Method of price determination (per kilogram or per
animal);
• The level of day fees charged;
• The availability of accommodation;
• The quality of accommodation;
• The pricing of accommodation;
• The level of support provided;
• The role and inputs of the hunting provider;
•  The atmosphere of the ranch;
• The variety of game species available for hunting;
• The type of hunting methods available;
• The availability of processing facilities; and
• The availability of enclosed hunting areas.

The existence of market niches give hunting providers the opportunity
to compete on the basis of specialised services (products) designed to
service the chosen market niche.

A number of segments within the total hunting market can now be
identified. As stated previously, the hunting market can broadly be
divided into foreign hunters and local hunters. The local hunters can
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further broadly be divided into trophy hunters and biltong (venison)
hunters. As was seen in Table 5.4 above, there were significant
differences in the preferences of these groups of hunters. A possible
basis for further segmentation of the market for local biltong hunters is
the affluence of clients. More affluent clients with budgets that are not
so limited may desire a higher standard of accommodation, may be
prepared to pay higher prices and day fees, may desire a greater
variety of species for hunting, and may require a greater range and
higher standard of support services. The conclusion that could be
drawn from the study by Nagel, Radder and van Niekerk, and from the
interviews conducted with hunters, is that the bulk of the local hunters
are price-sensitive, and desire a value-for-money experience.
Furthermore, they require basic and cheaper, rather than luxurious and
expensive, products.

Although this study did not specifically focus on the needs of foreign
hunters, the results of the empirical component of the study that was
discussed in chapter 5 indicate that foreign hunters pay much higher
prices for game than local hunters do. It is therefore concluded that
hunting providers who cater for this segment of the hunting market
should provide above-average facilities and services.

The choice of target market to be served has major implications
regarding capital outlay required to establish the facilities required.
While hunting providers who focus on local hunters should provide
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basic, inexpensive facilities, a greater outlay of capital would be
required to service the needs of foreign clients.

Over and above the market segments consisting of groups of hunters
with similar needs, individual hunters also have their own specific
preferences. It is therefore possible that needs differences may exist
within target markets and even within hunting parties. The extent to
which hunting providers are in a position to cater for these individual
needs depends on a number of factors, including the hunting terrain,
the infrastructure available, the amount of labour available, availability
of other resources like vehicles, and the number of species available
for hunting. What is of the utmost importance is that hunting providers
should make special efforts to ascertain what the needs of hunters are.
Once these needs are known, special efforts should be made to satisfy
these needs. This should ensure satisfied clients who will be happy to
visit the same hunting provider again in the future.

From the application of the conceptual frameworks developed in this
study, it is concluded that a number of positioning options are available
to hunting providers. Possible positioning decisions that could be
considered include:

• Offering a comprehensive hunting experience
(including the hunt, accommodation, transport,
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support services) versus a more focused (plain)
hunting experience;
• Offering a hunting experience focused only on a
limited variety of species versus a hunt offering a wide
variety of species;
• Providing hunters with the opportunity to hunt on their
own, versus providing hunting companions like a
professional hunter, staff member or owner;
• Hunting as the main activity on the ranch compared to
hunting as an incidental activity because of the
availability of game for hunting;
• Trophy hunting versus venison hunting;
• Specialising in hunting experiences for foreign hunters
versus local hunters;
• Free-choice hunting where the hunter can choose
what to hunt, versus a predetermined package hunt;
• Specialising on the basis of the type of hunt, such as
walking-and-stalking or beating;
• Providing a large hunting area versus a smaller
defined area; and
• Professionally managed hunting experiences,
including proper record-keeping and obtaining
feedback, versus a basic, unstructured experience.
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6.4 RECOMMENDATIONS

Based on the conclusions that were made throughout the study, a
number of recommendations can be made. The recommendations are
structured into sections, dealing firstly with the hunting industry,
secondly with product development in the hunting industry, thirdly with
positioning of hunting products, and lastly with opportunities for further
research.


6.4.1 THE HUNTING INDUSTRY

The hunting industry is in the fortunate position that low levels of
competition are experienced. Hunting was found to be the most
important form of utilisation of game in the Eastern Cape. Hunting
providers should use these existing favourable conditions of being the
preferred form of utilisation in an environment of low competition, to
ensure that their product development and positioning processes
receive the necessary priority. Actions should also be taken to promote
hunting, to ensure that the leading position of this form of utilisation is
consolidated.

Game and the habitat that support the game should receive the
required priority treatment as the most important resources of the
hunting industry. To ensure that these resources are conserved, the
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principle of sustainable utilisation of the resource should be applied.
The conservation status of game at the time of this study was very
good, as game numbers were increasing. Care should, however, be
taken to ensure that numbers are not allowed to increase
indiscriminately, as this will lead to degradation of the habitat.

Within the Eastern Cape there is scope to increase game numbers at
the expense of domesticated stock farming. The extent to which this
will happen, depends on the economic viability of game ranching
versus traditional livestock farming. It is recommended that industry
members, through relevant organisations involved in the game
industry, should take up the challenge of promoting all aspects of the
industry, including non-consumptive activities like eco-tourism. This will
promote the industry and will improve profitability in the industry,
leading to increased game numbers and therefore also to more hunting
activity.

The availability of a variety of species for hunting may be regarded as a
possible source of competitive advantage. Hunting providers should,
however, ensure that species are well adapted to their area before
attempting to introduce new species. Relevant government
departments like the Department of Nature Conservation should fulfil a
watchdog function in this regard.
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6.4.2 PRODUCT DEVELOPMENT

The extent to which the product on offer is customised to client needs
will determine the extent to which the client will be satisfied by the
offering. Hunting providers should therefore ensure that client needs
are investigated on an ongoing basis. It is therefore essential that
mechanisms should be put in place to obtain effective feedback from
hunters. One such mechanism is relationship marketing. Hunting
providers should strive towards developing long-term relationships with
hunters, as this is a possible source of competitive advantage.

It is recommended that hunting providers should view the product that
they market as the marketing of a total hunting experience. They
should therefore consider the 4Ps of experience marketing as
discussed in section 2.2. They should thus ensure that the parameters
of the experience are well defined and understood by all involved in
staging the experience, they should understand that people and their
needs are central to staging an experience, they should carefully
consider the issues of the correct place and the correct price for the
experience, and lastly they should understand that communication with
prospective clients about the experience should take place in a
personalised manner.

When considering the development of new products, hunting providers
should evaluate their own particular circumstances and then decide
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which variable elements of the hunting experience can be made
available in new products. Hunting providers should also carefully
consider the limitations placed on product development by their own
particular circumstances.

The role of staff in providing a satisfying hunting experience should be
carefully considered. Hunting providers should ensure that staff are
suitably trained and developed not to only perform the required tasks,
but also to be sensitive to relationship management.

After having considered client needs and their own circumstances
regarding product development, hunting providers should evaluate the
suitability of their current products against client needs. If the current
product(s) is/are found to be unsuitable, the development of new
products should be considered.

Ranchers who do not regard hunting as a priority activity, but who do
have game available on their ranches for hunting, should consider the
option of making use of specialists like professional hunters to manage
their hunting activities. This should ensure that clients receive the
desired services.
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6.4.3 POSITIONING

Hunting providers should consider positioning at three levels, namely:

• Within the market. A decision should be taken about which
market(s) to serve. One or more market niches could be
targeted. In making the choice, hunting providers should
firstly take into account their core competences and to what
extent they would have the expertise to satisfy the needs of
the chosen market segment. Secondly, it should be
considered to what extent the physical attributes of the
ranch would appeal to the chosen market segment, and
lastly it should be considered how suitable the available
infrastructure (accommodation, staff, vehicles) is to serve
the needs of the chosen market segment.

• Strategic positioning of the organisation. The competitive
posture of the organisation should be determined, and
strategies should be formulated to utilise opportunities and
to build defences against threats. When positioning the
organisation, hunting providers should take into account
the business environment, but also the particular
circumstances of the hunting industry. The organisation
should then be positioned to achieve a maximum benefit
from the environment within which it operates.
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• Product positioning. Hunting providers should firstly strive
to develop unique products based on the strengths of their
natural environment and their own competences. Actions
should be taken to differentiate the product from
competitive offerings. The unique features of the product
should then be translated into a specific image for the
product, and strategies should then be devised to
communicate the chosen image to the target market.



6.4.4 OPPORTUNITIES FOR RESEARCH

Many opportunities for research flow from this study.
Recommendations about future research within the game industry and
the processes of product development and positioning are put forward
for consideration.

• A more detailed study could be undertaken about core
and variable elements of hunting, to further refine the
concept and to identify hunter preferences for specific
elements of hunting.
• Since only a small number of chosen local hunters
were interviewed for the purpose of this study, a
possible limitation of the study lies in the fact that this
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sample cannot be seen as fully representative of all
local and foreign hunting clients. Therefore a
comprehensive analysis of the needs of hunters in the
Eastern Cape could be undertaken, and this could
possibly be compared with the findings of this study.
• Specific hunting products could be evaluated, and the
extent to which these products satisfy client needs
could be studied.
• A comparative study on the profitability of game
ranching versus stock farming in the Eastern Cape
could be undertaken.
• The viability and profitability of cropping, live game
sales and hunting, as forms of game utilisation, could
be compared.
• The suitability and adaptation of specific game
species to specific areas in the Eastern Cape could be
examined.
• Positioning could be studied from a firm or market
perspective within the game and/or hunting industries.
• A comparative study could be done on the quality of
services rendered to foreign hunters by providers in
the different provinces, and the influence this has on
the number of complaints received from clients.
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6.5 SUMMARY

This chapter concludes the report on the study. The aims of the study
were to develop conceptual models for the processes of product
development and positioning and to make recommendations about the
application of these models in the hunting industry in the Eastern Cape.
Furthermore data was collected on the game and hunting industries in
the Eastern Cape with a view to investigate the characteristics of the
industries. It was argued that hunting providers could achieve a
competitive advantage if suitable products based on hunters’ needs
could be developed and correctly positioned. In this study it was found
that the process of positioning is a complex process with a number of
factors that impact on it. The development of suitable products based
on the needs of clients is one of the steps of positioning. After focusing
on product development as part of the positioning process, a detailed
conceptual framework for product development with specific reference
to the development of a hunting experience, was constructed.

 The main research question of this study was:
What are the characteristics of the hunting market in the Eastern
Cape and what should be done in order to:
i) Develop needs satisfying products for this market; and
ii) Accommodate these products in the positioning strategy of
hunting providers?
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It is believed that the study addressed the questions stated above by
firstly making detailed information available on the characteristics of the
game and hunting industries in the Eastern Cape. Secondly conceptual
frameworks on positioning and product development were put forward
for testing and possible implementation in the hunting market. The
study was concluded with specific recommendations regarding the
development of needs satisfying products and also regarding
positioning options available to hunting providers.  

In the final instance it can be said that at the time of this study all
indications were that the hunting industry would continue growing and
would provide stakeholders in the industry with many business
opportunities. This study puts forward information that could assist
hunting providers to not only utilise the available opportunities, but to
also obtain a competitive advantage from developing suitable products
and positioning these products correctly.
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ANNEXURE A
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AANHANGSEL B

ONDERHOUDE: JAGTERS

1. Waar kom u vandaan?

2. Hoe oud is u?

3. Wat is u huistaal?

4. Hoe gereeld jag u (gemiddeld vir afgelope 3 jaar)?

5. Hoeveel diere jag u per jaar (gemiddeld vir die afgelope 3 jaar)?

6. Is u begroting om te jag baie beperk, beperk, redelik onbeperk, of
onbeperk?

7. Waarom jag u?

8. Beskryf die ideale jagervaring.

9. Wat is die vernaamste probleme wat u ondervind gedurende jagtogte?
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10. Watter voorkeure het u ten opsigte van elk van die volgende elemente
van ‘n jagervaring?

a. Pryse
b. Dagtariewe
c. Die ooreenkoms met die jagverskaffer
d. Akkommodasie
e. Wildgetalle
f. Spesieverskeidenheid
g. Sosiale ervaring
h. Veiligheidsaspekte
i. Die tipe jag wat aangebied word
j. Ondersteuning aan die jagter (bv gidse, spoorsnyers ens)
k. Die rol van die jagverskaffer tydens die jagtog
l. Fisieke insette (stap, hardloop, dra ens)
m. Slaggeriewe
n. Verkoelingsgeriewe
o. Verwerkingsgeriewe
p. Grootte van die jaggebied
q. Wildwerende heining
r. Vrystelling
s. Atmosfeer van die plaas

11. Is daar enige ander elemente van die jagervaring nie hierbo behandel wat
vir u van belang is?
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ANNEXURE B

INTERVIEWS: HUNTERS

1. Where do you live?

2. What is your age?

3. What is your home language?

4. How often do you hunt (average of the past 3 years)?

5. How many animals do you hunt per year (average of past 3 years)?

6. Is your hunting budget very limited, limited, relatively unlimited, or
unlimited?

7. Why do you hunt?

8. Describe the ideal hunting experience.

9. What are the main problems that you encounter during hunting trips?
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10. What are your needs regarding each of the following elements of a
hunting experience?

a) Prices
b) Daily rates
c) The agreement with the hunting provider
d) Accommodation
e) Game numbers
f) Number of species available for hunting
g) Social experience
h) Safety aspects
i) The type of hunting offered
j) Support available to the hunter (e.g. guides, trackers, etc)
k) The role of the hunting provider during the hunt
l) Physical input required (e.g. walking, running, retrieval etc)
m) Slaughtering facilities
n) Cooling facilities
o) Processing facilities
p) Size of the hunting area
q) Game-proof fencing
r) Atmosphere of the farm

11. Are there any other elements of the hunting experience not mentioned
above that you regard as important.
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 PLEASE NOTE:
• This questionnaire will in no way be used to identify individual
organizations
• Only combined results will be reported
• All individual information will be regarded as confidential


Cross the appropriate block or (if applicable) write the answer in the
space provided.

SECTION A : GENERAL


1. Please indicate the form of business used for your farming/ranching (mark
more than one if applicable).

BUSINESS FORM

Office
use
  
One man business 1  5
Partnership 2 
Close corporation 3 
Company 4 
Other (Please specify)  

2. In what magisterial district(s) is your ranch(es) situated?
……………………………………………………………

7

3. What is the total area of your ranch(es)?
…………………………………………
12

4. Indicate your main farming activity e.g. beef, vegetable, game, etc

……………………………………….
13

5. Do you have game on your ranch?

Yes No  14

If yes please proceed to question 6;    if no, thank you for your participation.

ANNEXURE C
QUESTIONNAIRE ON HUNTING IN THE EASTERN CAPE



1 4
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6. If your ranch(es) is game fenced, indicate the total fenced area.
………………………………………….
19



7. Indicate in the table below
a) The game numbers on your ranch(es) in column 1
b) Whether the numbers were determined by game count in column 2
c) What the accuracy of the figures are in your opinion in column 3.







Column 1 Column 2 Column 3 
SPECIE NUMBER GAME
COUNT
PERCENTAGE
ACCURACY


1 = Yes  2 = No a = 0 – 25%
     b = 26 – 50%
            c = 51 – 75 %
                   d = 76 – 100%

1.   Kudu  1 2 a b c d  25
2.   Springbok (common)  1 2 a b c d  31
3.   Blesbok  1 2 a b c d  37
4.   Mountain Reedbuck  1 2 a b c d  43
5.   Warthog  1 2 a b c d  49
6.   Oryx (Gemsbok)  1 2 a b c d  55
7.   Black Wildebeest  1 2 a b c d  61
8.   Impala  1 2 a b c d  67
9.   Bushbuck  1 2 a b c d  73
10. Bontebok  1 2 a b c d  79
11. Eland  1 2 a b c d  85
12. Blue Wildebeest  1 2 a b c d  91
13. Nyala  1 2 a b c d  97
14. Fallow Deer  1 2 a b c d  103
15. Lechwe  1 2 a b c d  109
16. Waterbuck  1 2 a b c d  115
17. Sable Antelope  1 2 a b c d  121
18. Other (specify)       

i)  1 2 a b c d  129
ii)  1 2 a b c d  137
iii)  1 2 a b c d  145
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8. Please indicate (where applicable) the number of game annually shot  on your
ranch by hunters in column 1, captured for resale in column 2, cropped  for
venison in column 3 or utilized for other purposes  in column 4(If your
involvement exceeds 3 years, use the average for the past 3 years).


9. How were the numbers in question 8 calculated?


10. Do you attempt to derive an income from hunting activities on your ranch?

Yes No  252

If  yes please proceed with Section B of the questionnaire.

If no it is not necessary to complete section B of the questionnaire. Thank
you for your participation.

Column 1 Column 2 Column 3 Column 4  
 SPECIE SHOT BY
HUNTERS
CAPTURED CROPPED UTILIZED
FOR OTHER
PUPOSES

2  4
1.   Kudu      16
2.   Springbok (common)      28
3.   Blesbok      40
4.   Mountain Reedbuck      52
5.   Warthog      64
6.   Oryx (gemsbok)      76
7.   Black Wildebeest      88
8.   Impala      100
9.   Bushbuck      112
10. Bontebok      124
11. Eland      136
12. Blue Wildebeest      148
13. Nyala      160
14. Fallow Deer      172
15. Lechwe      184
16. Waterbuck      196
17. Sable Antelope      208
18. Other (Please specify)   

i)      222
ii)      236
iii)      250
Records of actual numbers 1  251
Estimate 3 
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SECTION B : HUNTING ACTIVITIES

1. How many hunters hunt on your ranch annually (If involved for more than 3
years, use average of last 3 years)?

TYPE OF HUNTERS NUMBER  3 4
1.1 Foreign hunters   7
1.2 Local hunters   10
  

2. Which of the game species hunted on your ranch provides the greatest income
(list maximum three species in order of importance)












3. Which of the following methods are used to market your services (mark all
appropriate blocks?

3.1 Advertisements 1  20
3.2 Brochures 2  21
3.3 Internet 3  22
3.4 Congresses, seminars and symposia 4  23
3.5 Conventions 5  24
3.6 Agents 6  25
3.7 Other (specify) 
26



4. Which aspects of the hunting experience that you offer to hunters do you
regard as the biggest draw card?



.............................................................................................................................
 28

.............................................................................................................................
 30

 GROSS INCOME 
SPECIE LESS THAN
R20 000
R21 000 –
R50 000
MORE THAN
50 000

1. 1 2 3  13
2. 1 2 3  16
3. 1 2 3  19
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5. Which types of feedback do you obtain from hunters after a visit to your ranch?
(Mark all appropriate blocks)

5.1 Structured written (questionnaire) feedback 1  31
5.2 Structured oral (specific questions) feedback 2  32
5.3 Unstructured oral feedback (discussions) 3  33
5.4 No feedback 4  34



6. What type of accommodation do you provide to hunters? (Mark all appropriate
blocks )



7. Which of the following services do you render to clients? (Mark all appropriate
blocks)



8. Which of the following types of hunting are available to clients (mark all
appropriate blocks)?

8.1 Beating (Aanjaag en voorsit) 1  43
8.2 Walking and stalking 2  44
8.3 “Voorsit” without beaters 3  45
8.4 Shooting from a vehicle 4  46
8.5 Night shooting 5  47
8.6 Other (Please specify)



49


6.1Luxurious (five star) accommodation specifically furnished for hunters 1  35
6.2 Less luxurious (three star) accommodation specifically furnished for
hunters
2
36
6.3 Basic accommodation (lodge with basic amenities) 3  37
6.4 Opportunity to camp in the veld 4  38
6.5 Accommodation in your house 5  39
6.6 Accommodation in the vicinity 6  40
6.7 None 7  41
Complete service (Hunting opportunity, accommodation, food, drinks,
transport to and from farm, laundry, etc.)
1
42
Hunting opportunity, accommodation, food and refreshments  2

Hunting opportunity and accommodation 3

Hunting opportunity only 4
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9. Do you allow hunters a choice of hunting methods?

YES NO  50



10. Indicate the prices charged for species hunted on your ranch in the table below.
Fill in one or both columns as applicable.

SPECIE Price per animal Price per kilogram  4 4
1.   Kudu    13
2.   Springbok (common)    22
3.   Blesbok    31
4.   Mountain Reedbuck    40
5.   Warthog    49
6.   Oryx (Gemsbok)    58
7.   Black Wildebeest    67
8.   Impala    76
9.   Bushbuck    85
10. Bontebok    94
11. Eland    103
12. Blue Wildebeest    112
13. Nyala    121
14. Fallow Deer    130
15. Lechwe    139
16. Waterbuck    148
17. Sable Antelope    157
18. Other (Please specify)   
i)    168
ii)    179
iii)    190



11. If prices are charged per kilogram, indicate how weight is calculated.


Clean carcass (meat only) 1  191
Carcass and skin (without head, feet, intestines and pluck) 2 
Carcass, skin and head (without feet, intestines and pluck) 3 
Carcass, skin and pluck (without head, feet and intestines) 4 
Carcass, skin, pluck and head (without feet and intestines) 5 
Other (please specify)  
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12. Do hunters pay day fees?

YES NO  192



13. If yes, what are the fees per day?


………………………………
197


14. Do you have facilities available to cool game carcasses?

YES NO  198



15. Indicate what slaughtering facilities are available.


Basic facilities outdoors 1  199
Basic facilities indoors (e. g. in shed) 2 
Modern facilities indoors (specially equipped) 3 

   
16. To what extent do you regard the following as a source of competition?




17. Do hunters receive a written copy of conditions pertaining to the hunt?

YES NO  207




None/
Little
Moderate Strong


16.1 Other hunting opportunities in your area 1 2 3  200
16.2 Other hunting opportunities in the Eastern Cape 1 2 3  201
16.3 Other hunting opportunities in other provinces 1 2 3  202
16.4 Hunting opportunities in other countries 1 2 3  203
16.5 Other (Please specify)

1 2 3  206
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18. What is your policy regarding wounded game?


Full payment required 1  208
Part of the normal fee has to be paid 2 
No payment required 3 



19. Do you make use of the services of professional hunters?

YES NO  209


20. Indicate to what extent the factors below contribute towards obtaining a
competitive advantage for the hunting industry in the Eastern Cape (makes
Eastern Cape a more sought after destination).


NONE LITTLE SUBSTAN
TIAL
MOST

20.1 Malaria free 1 2 3 4 210
20.2 Relatively crime free  1 2 3 4 211
20.3 Trophy quality of animals 1 2 3 4 212
20.4 Abundance of game 1 2 3 4 213
20.5 Scenic beauty 1 2 3 4 214
20.6 Number of game species available for
hunting
1 2 3 4
215
20.7 Quality of service rendered to hunters 1 2 3 4 216
20.8 Inputs of organizations rendering services to
the hunting industry (e.g. ECGMA)*
1 2 3 4
217

*ECGMA = East Cape Game Management association


21. In the table below, indicate the total income derived from hunting in column 1 and
in column 2 indicate what percentage of your total farming income this
represents.

 INCOME FROM HUNTING (R) % OF TOTAL INCOME
Less than
R20 000
R20 001 –
R50 000
R50 001 –
R75 000
More than
R75 000
Less than
10%
11% - 20% 21% - 40% 41% - 60% More than
60%
219
       
221



Thank you for your participation
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AANHANGSEL C

VRAELYS OOR JAGBEDRYWIGHEDE IN DIE OOS-KAAP

1 4


LET WEL:
• Hierdie vraelys sal geensins gebruik word om individuele ondernemings te identifiseer nie.
• Slegs gekombineerde resultate sal in die verslag vervat word.
• Alle individuele inligting word as vertroulik beskou.


Trek ‘n kruisie (x) in die toepaslike blokkie of (indien van toepassing) skryf u antwoord in
die toepaslike spasie.

AFDELING A:  ALGEMEEN

1. Dui die ondernemingsvorm aan waarvolgens u boerdery bedryf word (Indien van toepassing
kan u meer as een merk).


5. Kom daar wild op u plaas voor?

Ja Nee  14


 
Kantoor-
gebruik
ONDERNEMINGSVORM  
Eenmansaak 1  5
Vennootskap 2 
Beslote korporasie 3 
Maatskappy 4 
Ander (spesifiseer):  
2.    In watter landdrosdistrik(te) is u plaas/plase geleë?
        ..................................................................

7
3.     Wat is die totale oppervlak van u plaas/plase (in hektaar)?
................................
        12
4.      Dui aan wat u hoof boerdery vertakking is, bv. Vleisbeeste, groente, wild ens

……………………………………….
13
Indien ja, gaan asb voort met vraag 6  ; indien nee hoef u nie verder in te vul nie - dankie vir u
deelname.
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7, Dui in die tabel hieronder aan:
a) In kolom 1 watter getalle wild op u plaas/plase voorkom.
b) In kolom 2 aan of die getalle met ‘n wildtelling bepaal is en
c) In kolom 3 aan wat na u mening die akkuraatheid is van die getalle is wat u verskaf
het.


Kolom 1  Kolom 2 Kolom 3
SPESIE GETAL WILDTELLING PERSENTASIEAKKURAATHEID

  1=Ja 2=Nee a = 0 - 25%
    b = 26 - 50%
   c = 51 – 75%
d = 76 –100%

1   Koedoe  1 2 a b c d 25
2   Springbok (gewoon)  1 2 a b c d 31
3   Blesbok  1 2 a b c d 37
4   Rooi Ribbok  1 2 a b c d 43
5   Vlakvark  1 2 a b c d 49
6   Gemsbok  1 2 a b c d 55
7   Swartwildebees  1 2 a b c d 61
8   Rooibok (Impala)  1 2 a b c d 67
9   Bosbok  1 2 a b c d 73
10 Bontebok  1 2 a b c d 79
11 Eland  1 2 a b c d 85
12 Blouwildebees  1 2 a b c d 91
13 Nyala  1 2 a b c d 97
14 Takbok  1 2 a b c d 103
15 Lechwe  1 2 a b c d 109
16 Waterbok  1 2 a b c d 115
17 Swartwitpens  1 2 a b c d 121
18 Ander (Spesifiseer asb)     

i)

 1 2 a b c d
 129
ii)

 1 2 a b c d
 137
iii)

 1 2 a b c d
 145

6.     Indien u plaas/plase wildwerend omhein is, dui die oppervlakte wat omhein is
aan.

...............................
19
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8. Dui asseblief aan (waar van toepassing) watter getalle van die onderstaande
wildspesies jaarliks op u plaas deur jagters geskiet word (kolom 1), lewend gevang  word
(kolom 2), geoes  word as wildsvleis (kolom 3) of op ander wyses  benut word (kolom 4).
Indien u reeds langer as drie jaar by die bedryf betrokke is, gebruik die gemiddeld oor die
afgelope drie jaar.


9. Op watter wyse is die getalle hierbo (Vraag 8) bereken?

Rekords van werklike getalle 1  251
Skatting 3 


10. Poog u om ‘n inkomste te verkry uit jagbedrywighede op u plaas?

Ja Nee  252


Indien ja voltooi asseblief Afdeling B van die vraelys.   

Indien nee hoef u nie die vraelys verder te voltooi nie. Baie dankie vir u deelname.

Kolom 1 Kolom 2  Kolom 3  Kolom 4
 

SPESIE
Getal
deur
jagters
geskiet
Getal
lewend
gevang
Getal
geoes
Getal op
ander
wyses
benut

2 4
1   Koedoe      16
2   Springbok (gewoon)      28
3   Blesbok      40
4   Rooi Ribbok      52
5   Vlakvark      64
6   Gemsbok      76
7   Swartwildebees      88
8   Rooibok (Impala)      100
9   Bosbok      112
10 Bontebok      124
11 Eland      136
12 Blouwildebees      148
13 Nyala      160
14 Takbok      172
15 Lechwe      184
16 Waterbok      196
17 Swartwitpens      208
18 Ander (Spesifiseer asb)    

i.      222
ii.      236
iii.      250
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AFDELING B: JAGBEDRYWIGHEDE

1. Hoeveel jagters jag jaarliks op u plaas (Indien u reeds langer as drie jaar betrokke is by die
jagbedryf, gebruik die gemiddeld oor die afgelope drie jaar)?


2. Watter van die spesies wat op u plaas gejag word verskaf die grootste inkomste (lys
maksimum drie spesies in volgorde van belangrikheid).



3. Watter van die volgende metodes gebruik u om u jaggeleenthede bekend te stel (merk almal
van toepassing)



4. Watter eienskappe van die produk of diens (jaggeleentheid) wat u aanbied beskou u as die
grootste aantrekkingskrag vir jagters?


.................................................................................................................................
 28

.................................................................................................................................
 30


TIPE JAGTERS GETAL  3 4
1.1 Internasionale jagters   7
1.2 Plaaslike jagters   10
 Bruto Inkomste per jaar 
Spesie Minder as R20 000
R 21 000 –
R 50 000
Meer as
R50 000

1. 1 2 3  13
2. 1 2 3  16
3. 1 2 3  19
3.1 Advertensies 1  20
3.2 Brosjures 2  21
3.3 Kongresse, seminare en simposiums 3  22
3.4 Internet 4  23
3.5 Konvensies 5  24
3.6 Agente 6  25
3.7 Ander (spesifiseer asseblief):

  26
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5. Watter tipes terugvoer verkry u van jagters na afloop van ‘n jagbesoek aan u plaas? (Merk
almal van toepassing)

5.1 Gestruktureerde skriftelike (vraelys) terugvoer 1  31
5.2 Gestruktureerde mondelinge (spesifieke vrae) terugvoer 2  32
5.3 Ongestruktureerde mondelinge terugvoer (gesprekke) 3  33
5.4 Geen terugvoer 4  34


6. Watter tipe akkommodasie verskaf u aan jagters? (Merk almal van toepassing)




7. Watter van die volgende dienste verskaf u aan kliënte ? (Merk almal van toepassing)





8. Watter tipes jag stel u aan kliënte beskikbaar (merk almal van toepassing)?

6.1 Luukse (vyfster) eenhede spesiaal ingerig vir gaste 1  35
6.2 Minder luukse (driester) akkommodasie spesiaal ingerig vir gaste 2  36
6.3 Basiese (jaghut met basiese geriewe) akkommodasie 3  37
6.4 Geleentheid om in die veld te kamp 4  38
6.5 Akkommodasie in u woning 5  39
6.6 Ander akkommodasie in die nabye omgewing 6  40
6.7 Geen 7  41
Volledige diens (Jaggeleentheid, akkomodasie, kos, drank,
vervoer na en van plaas, wasgoed, ens.)
1
42
Jaggeleentheid, akkomodasie,  kos en verversings 2

Jaggeleentheid en akkomodasie 3

Slegs jaggeleentheid 4

8.1 Aanjaag en voorsit 1  43
8.2 Stap en bekruip (walk and stalk) 2  44
8.3 Voorsit sonder aanjaers 3  45
8.4 Skiet vanaf bakkie 4  46
8.5 Nagskiet met lig 5  47
8.6 Ander (spesifiseer asb)



49
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9. Verskaf u aan kliënte die geleentheid om ‘n keuse uit te oefen ten opsigte van die tipe jag
waaraan hulle wil deelneem?




10. Dui in die onderstaande tabel aan watter pryse u vra ten opsigte van die spesies wat by u
gejag word. Vul een of beide kolomme in soos van toepassing.

11. Indien pryse per kilogram bereken word, dui aan hoe die gewig bereken word.

JA NEE  50
SPESIE Prys per bok Prys per kilogram  4 4
1   Koedoe    13
2   Springbok (gewoon)    22
3   Blesbok    31
4   Rooi Ribbok    40
5   Vlakvark    49
6   Gemsbok    58
7   Swartwildebees    67
8   Rooibok (Impala)    76
9   Bosbok    85
10 Bontebok    94
11 Eland    103
12 Blouwildebees    112
13 Nyala    121
14 Takbok    130
15 Lechwe    139
16 Waterbok    148
17 Swartwitpens    157
18 Ander (Spesifiseer
asb)
  
i)    168
ii)    179
iii)    190
Skoon karkas (slegs vleis) 1  191
Karkas met vel (sonder kop, pote, binnegoed en harslag) 2 
Karkas met vel en kop (sonder pote, binnegoed en harslag) 3 
Karkas met vel en harslag (sonder kop, pote en binnegoed) 4 
Karkas met vel, kop en harslag (sonder pote en binnegoed) 5 
Ander (Spesifiseer asb):
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12. Betaal jagters wat op u plaas jag dagfooie?




13. Indien ja, hoeveel is u fooi per dag?  



14. Beskik u oor verkoelingsgeriewe vir wild wat geskiet is?




15. Dui aan watter slaggeriewe u beskikbaar het.



16. Tot watter mate beskou u die volgende as kompetisie vir u onderneming ?




17. Stel u jagvoorwaardes skriftelik aan jagters beskikbaar?

JA NEE  207
JA NEE  192

…………………….
197
JA NEE  198
Basies slaggeriewe buite 1  199
Basiese slaggeriewe onderdak (bv in stoor) 2 
Moderne slaggeriewe onderdak (spesiaal ingerig) 3 
 Geen/
Min
Matig Sterk 
16.1 Ander jaggeleenthede in u omgewing 1 2 3  200
16.2 Jaggeleenthede in die Oos-Kaap 1 2 3  201
16.3 Jaggeleenthede in ander provinsies 1 2 3  202
16.4 Jaggeleenthede in ander lande 1 2 3  203
16.5 Ander (spesifiseer asseblief):

1 2 3  206
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18. Wat is u beleid ten opsigte van gekweste diere?



19. Maak u gebruik van die dienste van professionele jagters?




20. Dui aan in watter mate die onderstaande faktore  bydra tot die verwerwing van ‘n
mededingende voordeel vir die jagbedryf in die Oos-Kaap (Maak Oos-Kaap meer gesog as
ander provinsies).

 Geen Min Heelwat Baie
20.1 Malaria vry 1 2 3 4 210
20.2 Relatief misdaad vry 1 2 3 4 211
20.3 Trofee gehalte van diere 1 2 3 4 212
20.4 Volop wild 1 2 3 4 213
20.5 Natuurskoon 1 2 3 4 214
20.6 Aantal wildspesies wat gejag kan word 1 2 3 4 215
20.7 Gehalte van diens wat aan jagters verskaf           
word
1 2 3 4
216
20.8 Insette van organisasies wat dienste lewer                                         
aan die wildbedryf  (bv OKWBV)*
1 2 3 4
217

*OKWBV = Oos-Kaap Wildbestuursvereniging


21. Dui in kolom 1 hieronder aan wat u totale jaarlikse inkomste uit jagbedrywighede is en dui in
kolom 2 aan watter persentasie van inkomste uit u plaas/plase dit verteenwoordig.


Kolom 1 Kolom 2
 INKOMSTE UIT JAG (R)  % VAN TOTALE INKOMSTE
Minder as
R20 000
R20 001 –
R50 000
R50 001 –
R75 000
Meer as
R75 000
Minder
as 10%
11% -
20%
21% -
40%
41% -
60%
Meer as
60%
219
       
221





Dankie vir u deelname.
Volle fooi word gehef 1  208
Gedeeltelike fooi word gehef 2 
Geen fooi word gehef nie 3 
JA NEE  209
